


Screen Doors—Window Screens 


A SPECIAL DISCOUNT 


To Retailers 


ON SCREEN GOODS 
When Shipped 
IN DISTRIBUTION CARS 


SEE YOUR JOBBER NOW? 


Reran DEALERS should readily see the advantage of 
placing their orders for Screen Goods with Jobbers now for 


shipment in Continental Distribution Cars. 


Distribution Cars will commence moving soon in order to get Screen 
Goods to all Retail Dealers in plenty of time for the Screen Season. 

We ask that you send your specifications promptly for Screen Doors and 
Window Screens, so that we may know just what goods to manufacture— 
and thus, by co-operation, give you good service. 


Will Start Shipping Distribution Cars Shortly After March 1st 


Thousands of Screen Doors and Window Screens will be used in remodeling and modern- 
izing homes and other buildings under the Federal Housing Program. 


SCREEN DOORS WINDOW SCREENS 


Combination Screen and Storm Doors 
Knocked Down Window Screen Frames 


CONTINENTAL SCREEN COMPANY. Detroit. Mich. 


See our Display, Room 618—Stevens Hotel—Chicago 
National House Furnishing Exhibit 








ALE: 


PRESEN I $5 
Two NEW and HIGHLY 


SALEABLE 


PADLOCKS 


...to help you meet the complete 
requirements of your trade! 


New... 


YALE COMBINATION PADLOCK No. 429 


HIS lock was developed to meet an urgent demand for a lower 

priced YALE Combination Padlock, particularly among school 
children. In many cases scholars at public schools are required to buy 
their own locker padlocks and this new YALE product enables you 
to offer them an excellent lock at moderate cost. It is priced so that 
you can retail it at 75¢. 


Specifications: The inner case is of sheet steel, cadmium plated. The 
outer case is of nickel bronze. Size of case 11% inch. Dial is finished 
in black enamel with numerdls and graduations in white. There are 
48 graduations. Shackle %2 inch in diameter, is cadmium plated. The 
tumblers are arranged so as to give three positive combination 
numbers. Operated by sight only. Combination changes are prac- 
tically unlimited. Packed in individual boxes, six to a carton. 


YALE JUNIOR PADLOCK No. 604 


omen lock was designed because of an insistgnt demand for 
an additional sizeable YALE Padlock to round out the 


\ 50 cent retail group. 


Specifications: 1%, inch case made of a solid block of die-cast metal, fin- 
ished in green lacquer. 5 disc tumbler mechanism which affords a good 
degree of security. Two brass, nickel plated keys are supplied with 
each padlock. Shackle is of steel, cadmium plated and is % inch in 
diameter. Not masterkeyed. Packed six in a box. 


Round out your padlock line by getting a supply 


of these two new numbers from your jobber. 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN. 
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Courtesy of the Three-In-One Safety League 


The first club of the Three-In-One Safety League composed of school chil- 
dren of The Bronx, New York. Peggy Ann, captain, is demonstrating proper 


oiling of skates as one of the first rules for safety. 








“SAFETY 
FIRST!’ 


Safety is being advocated 
as never before in motor- 
ing, bicycling and roller 
skating. Nearly 50,000 
boys and girls have al- 
ready joined the Three- 
In-One Safety League. 
Every state is repre- 
sented. 


Hardware and sporting 
goods dealers are cooper- 
ating to teach boys and 
girls general traffic and 
safety rules, especially in 
roller skating. 


RUGGED CONSTRUCTION 


We are striving to make Union Hardware Ball 
Bearing Extension Roller Skates as rugged and 
strong and safe as good materials and long and 
skilled experience can produce. 

Each year approximately 2,000,000 children 
reach the age where they are prospective cus- 
tomers for roller skates. 


Strength Insures Safety 


Union Hardware Roller Skates are made strong 
to insure safety insofar as dependable skates are 
concerned. And just as those interested are 
strong for the safety idea; so are they strong 
for the quality and popularity of these nation- 
ally known and used roller skates which are— 


Sold By All Leading Jobbers. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 
Established 1854 


TORRINGTON, CONNECTICUT. 


New York Office: 151 Chambers St. 








How important they be taught to exercise due 
caution in roller skating, as well as other sports 
and games. 


Thanks to nearly 300 Safety Clubs in various 
sections of the country; also to the great army 
of hardware and sporting goods dealers who are 
aiding the cause, the Safety League is growing 
by leaps and bounds. 


In return for their efforts dealers are rewarded 
by greater friendship with children and increas- 
ing sales of roller skates. 
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The CORTLAND Line of 
Screen Wire Cloth 


Is a Sure Sales Producer 







The reason some dealers sell double and triple the 
screen cloth of others is that customers soon find out 
which brands last longest. Obviously the merchant 
who sells products which return the greatest wear and 
give the most economical service will get the business. 


An outstanding reason why CORTLAND brands of 


screen wire cloth are such popular sellers is because 


Every Roll Is Made From Open 
Hearth Copper-Bearing Steel 
Which Resists Rust Most Effectively 


and lasts longest. Home owners are so pleased with 
CORTLAND brands they are continually recommend- 
ing them, which adds more customers and profits for 
you. 


The year in and year out UNIFORMITY of CORT- 
LAND brands is another reason why they build steady 
repeat business for dealers—home owners and all who 
make screens have no reason to change. 




























We control every operation from raw material to 
finished product. GRAY-WICK the star of the CORT- 
LAND line is one of the leading sellers. Cortland 
Bronze is the choice of those who want the best and 
are willing to pay more for its almost everlasting ser- 
vice. Cortland Black is a low-priced painted screen 
cloth that looks well and gives splendid service. Cort- 
land Ultra Premier is a special, extra heavy grade 
particularly adapted for doors. Every roll shipped 
in individual fibre cartons. All brands comply with 
U.S. Bureau of Standards specifications. 















e@ Ask your Jobber for Prices @ 
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‘T BRoucH the changing years there has always been a stability to the Myers 

line of Pumps and Water Systems and the policies behind their production 

ee that has long been a source of profitable business for Myers 
ealers. 

We are proud of this record. A record that has not only contributed to 
our success as manufacturers but one that has enabled our dealers to supply 
their trade with pumping equipment that has been uniformly dependable, 
satisfactory and profitable. 

This is history but history repeated becomes news. At the beginning of 
a New Year, our unmatched facilities, the completeness of our line and its wide 
adaptability, our exacting quality standards, our consistent national publicity, 
our exceedingly favorable prices, will continue to lead to old and many new 
avenues for pump and water system sales during 1935. 

Think this over but don’t wait too long. Get set to take advantage of the 
Spring Campaign, starting February Ist, 1935, “To Sell Running Water to the 
Rural Market” and to all other markets in your locality where there is sure 
to be a largely increased demand during the months ahead. 

Write er wire. 


THE F. E. MYERS & BRO. CO. 
Ashland, Ohio 
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ARE YOU LOOKING FOR AN 
ATTRACTIVE LINE OF 
FLOOR BRUSHES? 


—a line that will produce 
profits for YOU! 


Sales-compelling! That describes this line of Osborn 
Floor Sweeping Brushes. The strong, durable metal 
rack makes an excellent display stand that takes 
little floor space. The brushes glisten with that 


«come hither” look that prompts customers to 
buy... willingly ! Prices are competitive. Write 


for Stock List and Prices. 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue - Cleveland, Ohio 
Sales Branches: New York, Detroit, Chicago, San Francisco. 
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Pittsburgh Steel Company is 
now 34 years old. Looking back over that one- 
third of a century, and reviewing the factors 
that have contributed to our growth, we realize 
that with our maturity come responsibilities to 
hold fast to these policies: (1) to maintain a high 
standard of quality by practicing ceaseless care 
in every manufacturing process; (2) both by the 
spoken and printed word to present our prod- 
ucts honestly and without resort to extravagant 
claims; and (3) to continue a “live and help live” 
loyalty to those channels of distribution that have 
ably represented us in the past. The proof of 
Pittsburgh Fence quality is in its performance. 
Many Pittsburgh Fences, erected when the centu- 
ry was young, are still standing and giving ef- 
fective service. Such tangible 
proof of honest value does not 


require exaggeration either 





on your part or ours. 


—|2|<0/—| 














PITTSBURGH STEEL CoO. 
Union Trust Bldg. ¢ Pittsburgh, Penna. 


ER EERE aE 
NEW YORK DETROIT CHICAGO ST. LOUIS ke Th Cc e 
MEMPHIS ATLANTA SYRACUSE 


PHILADELPHIA DALLAS SAN FRANCISCO 
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COMPRESS ED 


LEAD HEAD 
SSS 


LEADS 
N Every Other Style 


and Make! 


--in popular favor 
--in tonnage sold 


DICKSON LEAD HEAD NAILS, although the most recently developed, have become the American 
standard, and now lead every other style and make in annual tonnage sold. There are always good 


reasons for such a record and here they are:— 


MOST EFFICIENT 
and WHY! 
Made of Pure New Lead 


No cheap antimonial or other hard non-sealing, re- 
claimed or scrap lead is ever used in making DICKSON 
lead caps. Such inferior lead can only be used in the 
hot casting process but it makes inferior, non-sealing 
nails. DICKSON lead caps are always made of soft 
virgin lead. 


Larger Nail Heads 


Due to underneath pressure of the sheet metal from 
wind or from expansion in the hot sun and because 
the steel nail heads were too small (almost brads) scores 
of “popped off” old style lead caps have been seen on 
a single roof. 

The steel nail heads inside DICKSON lead caps are 
larger in diameter than in any other lead capped nails. 
Result: better holding power. DICKSON lead caps 
can’t “pop off.” 


MOST ECONOMICAL 
and WHY! 


No Wasted Lead 


The DICKSON patented cold compression process of 
applying lead caps, since no cooling problem is involved, 
not only permits use of larger nail heads but also per- 
mits use of less lead. Only the exact amount necessary 
to make a perfectly sealing lead cap is used. Result: 
more and better nails in a pound. There are 87 standard 
13%,” DICKSON Nails in a pound—50% more than in 
a pound of old style cast lead head nails. 


Lower Production Cost 


Not only can better nails and better lead be used, but 
DICKSON patented high speed automatic lead capping 
machines turn out the nails much faster and cheaper 
than the old hand casting process. Consequently, a 
pound or keg with the larger number of DICKSON 
nails cost no more than the same weight but smaller 


number of old heavy type lead head nails. 





Avoid CAUTION TO DEALERS. Don’t sell bare steel nails for laying galvanized roofing. Hard heads can’t seal 

vot j Bis r : 2 ; , 

Substi nail holes—they also scratch and injure the zinc coating. Lead washers, either separate or attached to nails, 
ubstitutes provide no lead cap to prevent rusting nail heads and both will “cup” from underneath pressure and the 


“cup” will hold water and give it a chance to seep into the joint or crack between washer and nail head. 


As a safe means of fastening galvanized sheet metal roofing there is no 
reliable substitute for large head nails capped with pure soft virgin lead. 











More Hardware Jobbers 
More Metal Roofing Manufacturers 
More Metal Roofing Fabricators 


More Large Steel Companies— 


are stocking and distributing DICKSON Lead Head Nails than are 
similarly handling any other on the market. 


Ask for names of distributors who serve your locality—you will prob- 
ably find them handling the best in other lines too. 





Literature and sample nails on request 


DICKSON WEATHERPROOF NAIL Co. 
EVANSTON, ILL. 
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Actual size standard 13/4, in. Dickson Lead Head 
Nails running 87 to the pound. 
Southern refresentatives 
Louis Williams & Co., Nashville, Tenn. 


Western zepresentatives 
Hughson & Merton, San Francisco, Cal. 










































































Actual size of sheets 9% by 12 inches 
over all; g area 8 z 11% 
inches. Sheets printed on . 
with 28 entry lines on each side 
Price—$1 for 200 sheets (400 pages) 


SamPLiFY Your STOCK TAKING 
WITH THIS 


NEW AND CONDENSED 
HARDWARE AGE INVENTORY Form , 


HARDWARE AGE INVENTORY 








10 


E asked 1000 leading retail hardware of the 


merchants to help us design this new 

HARDWARE AGE INVENTORY REC- 
ORD SHEET. Here is the result, a new sheet, 
a new size, a new form and a NEW LOW 
PRICE—$1 for 200 sheets. As these are 
printed on both sides, this means $1 for 400 
pages of inventory record sheets. Each page 
takes 28 items, one to a line. Your dollar in- 
vestment provides inventory entry space for 
11,200 items. 


In the past thousands of retail hardware 
merchants and wholesalers have used millions 


SHEETS, because they were simple, con- 
venient and handy to use. The new form of 
sheet is even more simple, more convenient and 
easier to use. Our entire effort was directed 
toward making annual hardware inventories an 


easier job. 


The new HARDWARE AGE INVENTORY 
SHEETS will fit the standard HARDWARE 
AGE INVENTORY BINDER used by thou- 
sands of dealers. Send your dollar with your 
order for 200 of new inventory: sheets to 


HARDWARE AGE 


239 West 39th Street 


New York City 


HARDWARE AGE 








NEW 1939 Coleman 


The ONLY Stoves with Genuine Tee 
BAND-A-BLU BURNERS 


THEY°RE READ Y-— Ready to set new Sales Records! 
Ready with new and more beautiful colors and finishes ! 
Ready with new improvements and new refinements! 


The Coleman features which helped these stoves win such a 
sensational success in 1934 will be retained in 1935; 
and genuine Band-A-Blu Burners; the famous Coleman Instant- 
Lighting Principle, the Dial-Type Carburetor Valve and others. 

In newness, in beauty appeal, in simplicity of operation, in 

rformance the new 1935 line is right out in front 
ey promise to set a new high sales mark this year. 





better cooking 
—far ahead. 


It’s the stove line with a rapidly expandi 
city, town and country. It’s the line that the m 
rs to make its stock complete. Offered to 
eceptable dealers on a protected Sales Franchise basis, provided 

the | ranchise for your territory is still open. 
Prompt action may win you the right to sell this wonderful line 
of Stoves in 1935. Write or wire now for beautifully illustrated 


a store nee 


catalog and complete details. 


the original 


market—sells in 
ern hardware and 





man |nstant-Gas 


(Gas from Gasoline by Carburization) 


Ranges 























































No. 132-P 
a COLEMAN 
LAMP 


\Instant-Lighting 


\\ A new popular- 
Ni priced Coleman 
Lamp that will 
appeal to those 
who wantsome- 
thing “extra” in an 
attractive lamp 
for the home. Pro- 
vides 300 candlepower 
of eye-protecting 
light. Instant-light- 
ing. Decbrated parch- 
ment shade equipped 
withinner micaglobe, 
which protects man- 
tles. Fount attrac- 
tively finished in 
Indian Bronze. Has 
new high- efficiency, Jumbo-size No. R55 gen- 


ae built-in air pump. 8. 7O 


Se eae 
No. 131-P — Match-lighting, 300 candle- 
power, Silvertone base. U.S. Retail Price. $7, 50 
No. 130-P—Match-lighting; parchment § 
shade; 800 candlepower. U. S. Retail Price $5, 95 


No. 130-G — Same as 130-P except has news 5.95 
joss lobe jastend of shade. 5 
*5.9 












No. 228-B 


COLEMAN 
LANTERN 


Instant 
Lighting 


Here is a light men 
will appreciate — a 
big, sturdy, strongly 
made lantern. Lights 
instantly, gives up to 300 cubdlensiner 
of steady shining brilliance. Has big 
porcelain enameled ventilator top, gen- 
uine Pyrex Glass Globe, long-lasting, 


oversize generator, built-in pump. The finest 


outdoor lamp on the market. $ 8 50 
e 


Ts Ts BRN PI esc scicsticscsesce ess: 
No. 220-B—Same as 228-B except has 5%- 


inch ventilator top. $7 95 


U.S. Retail Price..............cccccsessosees 


No. 242-A-—Single mantle, instant lighting, 
all-purpose small lantern. 


U. S. Retail Price............ Fait oak $5.95 





COLEMAN ELECTRIC APPLIANCES 





































COLEMAN MANTLES 


SILK -LITE—These mantles made of super- 
quality, specially treated Rayon Fibre are the 
result of years of careful chemical study and 
experimental test. 

Coleman Silk - Lite are 
always Grade “‘A’’ quality 
— the most economical man- 
tles made! New chemical 
process increases their 
strength and _brilliancy. 
Made stronger to last long- 
er. Scientifically correct in 
design, size and mesh. No 
side seams. Reinforced 
across bottom. Moisture proof; will not dis- 
color or deteriorate. You'll have more satis- 
fied customers when you sell them Coleman 
Mantles. 

New DEALER Net “go in U. S.A. 
Per Dozen, 60¢; per Gross, 


STANDARD — The origi- 
naland genuine High-Power 
Mantles, made of high 
grade cotton cord. Famous 
for durability and brilliant 
natural light. Reinforced 
at bottom. No side seams 
to split or reduce brilliance. | 
Saturated with purest light- 
giving chemicals by a spec- 
ial Coleman process. Made 
for Coleman Lamps and 
Lanterns. Best for all 
makes using same size mantles. 

New DEALER Net Prices in U.S.A. 
Per Dozen 70¢; per Gross $6.90. 

















No. 2 TOAST OVEN 


Your customers 
who like good toast 
will be thrilled 
with this Toast 
Oven of handsome 
design which toasts 
two slices, both 
sides at one time— 
automatically. Pro- 
duces better toast, golden-brown and tender, 
every time. Super-Chromium finish. Bakelite 
handles. Removable crumb tray. Shuts off 
automatically when toast is done. No watch- 
ing, no turning, no burning. 


U.S. Retail Price..............c..se000 2 14.40 


No. I- C—Toast Oven, non-automatic but has 
cut off switch. Otherwise same 


as No. 2. U.S. Retail Price.............. $9.90 





THE COLEMAN LAMP AND STOVE COMPANY 


GENERAL OFFICES: Wichita, Kansas, U. S. A. BRANCHES: Philadelphia, Chicago, Los Angeles, Toronto 


No. 69 wae we 
Electro-Brew 
COFFEE 
MAKER 


For anyone who loves 
good coffee, here is 
the coffee maker su- 
preme! The Coleman 
Electro-Brew is a new 
type coffee maker that j 
gently makes better cof- 

prod the = cup suey 
time!” As if ow oe a 


stops the percolating process at the fi first povenc me 
of steam. Boiling, which spoils coffee, is avoided. 
There is no watching, no worrying, no timing. 

It’s amarvel of modern beauty. The crystal-clear, heat- 
resisting glass bow! is decorated with platinum bands; 


base of black bakelite. 8~-Cup Capacity. 
U.S. Retail Price................sceesseees $9. 90 











COLEMAN 


SELF-HEATING 


IRON 


The Coleman Self- 
Heating Iron is 
thebiggest selling 
iron of its kind. 
The only real in- 
stant - lighting 
iron made. Saves as much time and work as a 
washing machine. Permits the operator to 
iron in comfort anywhere... with one iron. 
Cuts ironing time 44; cost to use %¢ an hour. 
Generator has automatic gas tip eg A which 
can be operated while iron is in use. Has cool, 
blue handle and blue vitreous en- $5. 95 
amel body. U.S. Retail Price........ 













A your jobber or write near- 
Cc LL est COLEMAN office for 


wholesale price list, discounts, retail 
sales helps, etc. 


(FD-39) 
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Good Window Displays Will Win 





First Prize $35, Second Prize $25, Third Prize $15, 


CONTEST EDITOR HARDWARE AGE 


12 


S100 Cash: 


Tying in with the increasingly popular hobby of 
homeworkshops and homecraftsmanship and with the 
National Homeworkshop Guild’s Contest Hardware 
Age will conduct a window display contest devoted to 


Homeworkshop Tools and 
Equipment,Handicrafts,or Both 


Not only do you stand to win a prize, but you will increase your sales of homework- 
shop equipment and establish your store as headquarters for quality tools. ...... 


Seven Cash Awards as Follows: 


Fourth Prize $10, Next Ghree Prizes $5 Each 


Any window pictures not winning a prize, but suitable for 
publication will be purchased at $3 each. 


RULES OF CONTEST 


All window pictures submitted become the property of 
Harpwake Ace and cannot be returned. 

Windows may be put in any time, but contest photos must 
be in Harpware Ace editorial offices not later than Feb. 1, 
1935, to compete. 

There are no entry fees. In case of a tie, each contestant 
will receive the full amount of the award. 

The editorial staff of Harpware Ace are the sole judges 
and their decision will be final. 

Window displays must have appeared in a bona fide retail 
hardware store. 

Pictures should have the name of the window trimmer, store 
and address on the back. 

Glossy prints, 8 x 10, preferred, but all photos will be con- 
sidered on the merits of the display and not on photography. 

Contestants may submit as many photos as thcy wish. 

Pictures should be accompanied by a brief statement of the 
sales success the firm has had with tools and equipment ap- 
pealing to the homeworkshop hobbyist. 


Displays submitted for this contest may include: hand 
or power tools of any make; or articles made by local 
homeworkshop craftsmen or a combination of both. 

This contest is intended to stimulate the sale of all 
tools and related homeworkshop equipment through the 
retail hardware trade and is not restricted to the display 
of the products of any manufacturer or group of manu- 
facturers. 


A SUGGESTION 


While the merits of the display will be the factor in 
deciding the winners, contestants will find that profes- 
sional photographs, taken by time exposure at night, will 
show up the merchandise and display to better advantage 
than is possible by daytime pictures by amateurs. This 
is because night pictures eliminate the daytime reflec- 
tions from across the street. This suggestion is made to 
prevent discouraging results that do not do the displays 
justice. 


Mail all photos FLAT to the following address: 


239 WEST 39th ST. NEW YORK, N. Y. 
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: Hardware is a line that 
Natienal combines style with quality 








HE fastidious tastes 
in today’s market 
demand more than qual- 
ity. The added feature 
of style is a decisive help 
in creating sales for this 
popular line of builders’ 
hardware. 


Style indicates not beauty 
alone but modernness, too, as 
applied to design in hardware. 
On this particular point the 
designers of National Hardware 
have again scored and have 
made many new contributions 
to the development and crea- 
tion of hardware that is simple 
in mechanism and yet so pos- 
itive in its free, easy action 
that friction and subsequent 
wear have been reduced to a 
new minimum. 


Follow the trend of progres- 
sive dealers by supplying your 
trade with genuine National 
Builders’ Hardware. 


National Hardware 
is sold direct to the 
retail dealer—a pol- 
icy that promotes 
quality, service and 
direct selling co- 
operation. 
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NATIONAL MANUFACTURING COMPANY 


STERLING 
ILLINOIS 
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Dependable Screen Door 


Closer ~ To Expand Your Sales 


ORTON has added to its line a New Screen 
Door Closer Model—NORTON No. 04. that 
can be retailed profitably at about $1.25. 


And what a Door Closer this new NORTON is: 
Cylinder of seamless steel tubing; Spring high- 
est grade, oil tempered wire. End Brackets of 
steel to eliminate breakage; closes the door 
without noise or jar and is backed by the name 
and reputation of the pioneer door closer 
manufacturer of America. 


No longer need home owners have their nerves 
racked by screen doors that slam every time they 
are opened—nor go without a dependable door 


closer because of the price. 


Ask your Jobber for details and prices on the 
New Model and the entire NORTON line, or 


write us direct for particulars. 


NORTON DOOR CLOSER COMPANY 


Division of the Yale & Towne Mfg. Co. 
2900-2918 N. Western Avenue Chicago, Illinois 


NORTON 





DOOR CLOSERS 











Sie es 


Here is NORTON No. 4! 


Still the popular selling screen 
door closer retailing at about 
$2.00. Vital points of merit 
which make it the outstanding 
leader are: 


1. Cylinder of seamless brass 
that can’t rust. 

2. Spring of highest grade, oil- 
tempered, flat rolled wire. 
3. Checking action easily ad- 
justed to suit various condi- 

tions. 


4. End brackets made of steel 
to eliminate breakage. 


Easy to install—easy to remove— 
years of service built in. 
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SILVER 
STEEL PRUNING SAWS 
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NO. 3 DUPLEX PRUNER 
SILVER STEEL blade. Lightning tooth on one edge 
for coarse work; fine tooth on other edge for finer 
cutting. Seasoned apple wood handle. (No. 2 same 
except Sheffield steel.) 
Length, inches 12 14 16 18 20 22 
Price $11.50 $11.80 $12.15 $12.55 $12.90 $12.25 





NO. 9 TAPERED PRUNER 
High grade steel frame %,” wide, 5/16” thick. Ac- 
commodates 20” blade. Blade made of good quality 
Special Steel. Air dried beech handle with extra 
large grip. 
Length, inches 20 
Price $20.15 





NO. 11 TAPERED PRUNER 

Crucible steel frame %” wire, 3/16” thick. Blade 

adjustable to any angle. 8 points per inch. Seasoned 
beech handle, lacquered. 

Length, inches 16 18 20 

Price $15.70 $16.00 $16.35 





NO. 40 TUTTLE TOOTH PRUNER 
High grade Special Steel. Tuttle tooth pattern. Air 
dried beech handle, Davey style. Roomy grip rein- 
forced with dowel pin making it rigid. 
Length, inches 20 4 
Price $19.40 $23.00 





NO. 12 PARAGON PRUNER 
Genuine SILVER STEEL blade. Concave edge toothed 
for fine cutting ; opposite edge for coarse work. Blade 
2%” wide at handle and 1” at point. New style 
handle. 
Length, inches 12 14 16 18 20 22 
Price $11.20 $11.70 $12.15 $12.50 $12.80 $13.20 


Order from your jobber. If he cannot supply you, write to us. 


E. C. ATKINS AND COMPANY 


Home Office and Factory, 410 South Illinois St., Indianapolis, Ind. 





STEEL blade 
teeth, 6 point 


Length, inches 1 


Price 


enables user 


pocket. Beech handle. 
Length, inches 


Price 





NO. 120 


Especially adapted for citrus pruning. Genuine 
SILVER STEEL blade with extra fine temper. 
Lacquered beech handle. 

Length, inches 12 14 

Price $9.15 $9.80 





NO. 129 


Similar to No. 120; blade wider and stiffer with 
more blunt point. Blade is 4%” wide at nose and 


1%” wide at 
beech handle, 
fruit growers. 





NO. 100 PRUNING SHEAR 
(Licensed under Patent No. 1831609) 


Durable and 


movement. Capacity 14%”. Duro aluminum blade 


anvil. Broad 


Chrome plated; rust resisting. Spring steel handle 


lock. 


— BRANCHES — 
Atlanta, Ga. New York, N. Y. 
Chicago, Ill. New Orleans, La. 
Memphis, Tenn. Klamath Falls, Ore. 


San Francisco, Calif. 


NO. 22 CURVED PRUNER 
Same as No. 12 except toothed on one edge. SILVER 





with teeth on concave edge. Rip style 
- Roomy handle of lacquered beech. 





2 14 16 18 20 22 
$11.20 $11.70 $12.15 $12.50 $12.80 $13.20 


, Fe | 


NO. 18 FOLDING PRUNER 
SILVER STEEL blade, peg tooth. Folding handle 


to cover tooth edge for carrying in 


10 12 14 
$10.18 $10.90 $11.60 


CALIFORNIA CURVED PRUNER 


CALIFORNIA CURVED PRUNER 


handle. Reverse rip tooth. Seasoned 
lacquered. A favorite among citrus 


compact. “Draw-in” or ‘“Shear-cut” 
knurled grip handle and finger grip. 


Length, inches 8 
Price $13.80 


Portland, Ore. 
Seattle, Wash. 
Paris, France 
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Just Among Ourselves 


Retail Conventions— 


Although not affiliated with any of 
the retail trade associations which 
will soon hold their annual conven- 
tions, HARDWARE AGE has a natural 
and proper interest in such activities. 
Its representatives will attend many 
of these state hardware conventions. 
All of these meetings will be prompt- 
ly reported as trade news. The presi- 
dents of several state associations 
have invited our suggestions for con- 
vention discussion and consideration 
knowing our policy of cooperation in 
such matters without in any sense of 
the word attempting to more than 
supplement the plans and suggestions 
ably prepared and distributed under 
association auspices. With that 
thought in mind, we submit here a 
few thoughts worthy of earnest con- 
sideration wherever hardware dealers 
meet during the next three months. 


NRA and the Codes— 


There will be many questions 
asked on this complex subject. De- 
spite the earnest work which has 
transpired there is much confusion 
apparent, some of which is traceable 
directly to changed rules and regula- 
tions. Uppermost is the problem of 
code assessment, code overlapping 
and the increasing difficulty if not 
hopelessness of enforcement. The 
future of NRA and the codes is most 
vital to all business and unless busi- 
ness is articulate in making known 
its demands and requirements the 
government can hardly be expected 
to pursue the future course of NRA 
along the necessary lines. It is in- 
creasingly apparent that hours, wages 
and anti-child’ labor clauses dom- 
inate the future plans of Washington, 
and that so-called trade practices 
have definitely a secondary place in 
government's affections. Price con- 
trol plans appear to be losing caste 
and the threat of further hours’ re- 
ductions persists as do the threats of 
further wage increases and pressure 
for unionization of retail clerks. On 
this last point, too little organized 
retail thought has been apparent. 
Under Section 7A, organized labor 
has greatly increased its membership 
and powers within industry. While 
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it is true that retail clerk unioniza- 
tion has moved slowly, a vigorous 
effort is being made to organize the 
retail field. In the chain store and 
department store groups, obviously 
the first point of attack, some definite 
unionization has taken place. That 
this program will spread to the retail 
hardware trade, particularly in the 
larger population areas, is certain. 
When the problem of making a union 
labor contract without sacrificing too 
much is at hand there will not be 
time to deliberate and seek counsel. 
This subject has been neglected and 
should have a complete airing at all 
conventions. 


Harmful Legislation— 


From practically all sections of 
the country come reports of proposed 
local, county or state ordinances dis- 
guised as matters of public safety 
which actually will hamper legitimate 
business for hardware dealers. Spe- 
cifically, the efforts of plumber, lock- 
smith and electrican groups are out- 
standing in their organized efforts to 
force license fees and restrictions 
both on the mechanical services and 
supply distribution incident to these 
trades. Such legislation is always 
introduced as “in the public interest” 
to promote safety, reduce hazards, 
etc. As they promise extra tax money 
for the politicians’ pork barrel and 
jobs for inspectors politically ap- 
pointed, the law makers and their 
bosses are willing to cooperate in 
promoting such unfair legislation. 
Bring to your convention all details 
of such activities in your area and 
promote some organized trade effort 
to watch and fight such laws. 


Taxation— 


All taxes are obnoxious and few 
measures are repealed. With relief 
needs so apparent there will be more 
taxes proposed in 1935 than there 
were in 1934. The sales tax idea 
seems to be growing in favor among 
legislators. It is easily collected, 
taken in small units and amounts 
to staggering totals. Also it is avail- 


able almost immediately. Tagged 
with the accepted need of relief funds, 
it is doubtful if sales taxes can be 
avoided or defeated. That being the 
case, insist that such levies be passed 
on to the consumer with his full 
knowledge, and that this condition 
be made mandatory. Otherwise, well 
financed large competitors will seek 
to absorb the tax as another phase 
of their price cutting. The retail 
hardware trade cannot afford to ab- 
sorb any such taxes and shouldn’t 
do so anyway. Sales tax paid by the 
consumer with his full knowledge 
will make him more conscious of the 
tax problem than he has been and 
will make him think more about re- 
lief administration costs and about 
the staggering costs of government, 
generally. 


Unemployment Insurance— 


Most decent citizens concede their 
collective obligation to protect from 
starvation and privation those who 
cannot help themselves or who are 
aged or otherwise unfit to carry on. 
Most business men also realize the 
terrific lost purchasing power repre- 
sented in the ability of such unfor- 
tunates to buy even the most meager 
necessities of life. It is unhuman 
and poor economics to ignore or 
neglect the problem. But the meth- 
ods for solving this distressing prob- 
lem must be developed along orderly, 
efficient, equitable and workable 
lines. There has been too much loose 
talk and too many improbable plans 
offered the reading public. The new 
Congress will almost immediately 
pursue some form of social legisla- 
tion intended to guarantee to all per- 
sons some measure of permanent se- 
curity. Some form of compulsory 
insurance appears likely. How it will 
be financed, the scope of its coverage 
and its administration are too seri- 
ous for business men to neglect in 
their organized deliberations. By 
the time most of the conventions are 
under way, some indications of Con- 
gress’ thinking should be manifest. 
There are competent students of so- 
cial insurance available for counsel. 
Every business man’s group in this 
country should actively study the 
problem and make known to Con- 
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gress the views of its membership on 
social insurance. It is a gigantic 
undertaking, the like of which has 
never been attempted. Its possibili- 
ties for mishandling, graft, inequita- 
ble distribution, unfair assessments, 
etc., stagger the imagination, and de- 
mand the immediate interest of busi- 
ness men. 

Competition— 

This subject will certainly come 
before every convention. Unfair 
price advantages enjoyed by chain 
store and mail order houses will 
dominate the consideration given this 
preblem. This is as it should be but 
there are other phases of unfair com- 
petition worthy of inclusion either 
under this heading or within code 
discussions. Drug stores, open long 
hours, seven days a week, sell many 
of the most profitable lines carried 
by regular hardware stores. Again 
under the banner of “public interest 
and safety” this competitor has un- 
fair advantages. Drug stores must 
be open long hours, seven days a 
week for dispensing drugs and medi- 
cal supplies necessary in accidents 
or illness but should be prohibited 
from using this advantage for the 
sale of merchandise not connected 
with medical requirements. Pool 
parlors and other amusement estab- 
lishments are also favored with extra 
hours and often are open seven days 
and seven nights and allowed to com- 
pete with hardware stores in the sale 
of goods not associated with billiards, 
bowling, etc. 


Cooperative Efforts— 


Retail conventions should properly 
appraise and appreciate the efforts 
of their sources of supply in the fight 
for the survival of the hardware busi- 
ness. In the heat of the battle, the 
offending manufacturer and whole- 
saler get the brickbats but the bou- 
quets for the cooperating producers 
and distributors are often forgotten. 
There are many manufacturers whose 
sales policies are equitable and who 
have adhered steadfastly to the hard- 
ware wholesaler-retailer plan of dis- 
tribution. Practically all wholesal- 
ers are operating or developing 
efficient merchandising plans to as- 
sist the retailer, and stand ready to 
help in the competitive struggle. Such 
assistance cannot be continued with- 
out the support of retailers them- 
selves. There must be concentration 
of purchases that individual retailer 
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accounts become profitable to source 
of supply. Such extra merchandis- 
ing services cannot be maintained 
unless this is done. The cost for 
these extras cannot be absorbed in 
the sale of highly competitive goods. 
There is not sufficient margin. The 
wholesaler must have the advantage 
of the dealers’ regular business or 
the extras cannot be afforded. To- 
day there are ample examples of 
wholesaler-retailer cooperation from 
which a study can be made. 


Cooperative Advertising— 


There are several forms of coop- 
erative hardware advertising in force 
today. Some groups use circulars, 
others newspapers or small catalogs. 
In some sections individual whole- 
salers sponsor or direct this activity. 
Elsewhere groups of wholesalers co- 
operatively support this work. Here 
also are ample examples for consid- 
eration, remembering that competi- 
tive prices without an advertising or 
publicity program will accomplish 
little or nothing. Following the ex- 
cellent lead of the Eagle Hardware 
Stores, in Cleveland, Ohio (see 
H. A., Aug. 3, 1932), at least 25 sim- 
ilar groups are underway in as many 
cities. This plan has great merits, 
particularly in the larger centers but 
hardware merchants should not al- 
low themselves to become puppets 
for the advertising salesmen of news- 
papers. If they do, this form of co- 
operative advertising may fail to 
function properly in the interest of 
the dealers themselves and become 
another racket on our business body. 
In our mail last week were three let- 
ters from such cooperating retail 
groups addressed to manufacturers, 
seeking their financial support. Two 
of these letters infer that cooperating 
manufacturers will obtain exclusive 
distribution among the group mem- 
bers governed entirely by the amount 
of such “contribution” and that non- 
contributors will be boycotted. This 
is nearly blackmail tactics. From the 
dealers’ own standpoint such a plan 
is not efficient. Space devoted to any 
line or product should be determined 
hy its seasonal potential and not by 
the size of the contribution. Under 
such an arrangement, a manufacturer 
of an inactive line could dominate 
the year’s advertising to the exclu- 
sion of merchandise having more 
sales opportunity and better profits. 
For their own selfish protection, co- 
operative advertising groups should 


jealously control their entire adver- 
tising plan, and be guided by their 
own future and not by the desire of 
the newspaper salesmen to obtain 
extra advertising volume. 


Collective Buying— 


From reputable sources we learn 
that some cooperative dealer adver- 
tising groups are attempting or con- 
templating a broad program of col- 
lective buying, presumably direct 
from manufacturers. Taken by and 
large, the lure of pooled direct pur- 
chases is an economic delusion. To 
operate successfully, with full area 
coverage, cooperative advertising 
groups must necessarily include all 
kinds, and a large number of retail 
stores. This means the larger stores, 
the medium-sized, the one-man store, 
etc., are all thrown together in a co- 
operative selling plan. Even the 
smallest factor can afford a $3 week- 
ly advertising assessment and be rea- 
sonably sure of getting more than 
a good return on his investment. But 
by what stretch of the imagination 
such a miscellaneous group can hope 
to buy collectively at a net profit is 
dificult to comprehend. The $3 ad- 
vertising fee can be collected in ad- 
vance but it is impossible for all 
members of such groups to furnish 
real money in advance for pooled 
purchases. With a greatly varying 
individual capacity for handling mer- 
chandise there can be no equitable 
basis for assessing the necessary costs 
incident to wholesale functions that 
must be performed. No such group 
can afford to collectively finance the 
slow payer with limited means, and 
certainly the relatively few larger 
stores with available capital are not 
going to wet nurse the less fortunate 
members. 


A Few Exceptions— 


For the few and scattered (rela- 
tively) examples of successful col- 
lective buying groups whose experi- 
ences we know, there are many more 
horrible examples of failures and 
even bankruptcies as a result of this 
practice. The only successful ones 
in our knowledge are comprised by 
small, informal groups of well rated, 
large volume stores often in non- 
competing districts. And then not 
for all lines but limited to a few 
large volume items where carload 
quantities are practical. This 
thought has been aired before in this 

(Continued on page 64) 
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STEP UP AND HAVE YOUR FORTUNE TOLD 


A PHILADELPHIA RETAILER DISPLAYS 
FROM TIME TO TIME IN HIS WINDOWS 
AN OUTLINE MAP OF FIVE OR SIX 
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ie 
FORTUNE -TELLING DRAWS CUSTOMERS TO A SAN | 
ANTONIO , TEXAS ,STORE. A CARDBOARD EAST 

INDIAN AAYSTIC IN THE WINDOW PEERS INTENTLY | 

INTO A CRYSTAL AND A CARD AT ITS FEET TELLS 

THE ONLOOKERS FORTUNE . '/SEE YOUR HOME~ Wn 7 
NEAT AND ATTRACTIVE —BUT YOUR CLOSETS ARE ) 
THE ONE BLOT...--OUR SHOE RACKS, HAT STANDS, nl 
SHELF LININGS WILL MAKE YOUR HOME SOME - 

THING TO BE FROUD OF.... / SEE YOU COMING 

IN NOW TO MAKE YOUR SELECTIONS.” 











A NEW HAVEN RETAILER ADOPTED 
THE “BOOK OF THE MONTH’ IDEA— 


HE FEATURES "THE FIVE BEST 
SELLERS OF THE WEEK" IN HIS 


WINDOW DISPLAY. A BOOKCASE HOLDS 
THE ITEMS CURRENTLY SELLING BEST. 
A BOOK ALSO MEETING WITH THE POPULAR 
APPROVAL OF THE TIME \S INCLUDED 


IN THE DISPLAY 


——— 





BLOCKS IN THE VICINITY. A CARD 

ABOVE THE MAP READS : OF THE 
45 HOMES IN THESE BLOCKS, 27 
BUY THEIR HARDWARE AND HOUSE- 
FURNIGHINGS HERE. IF YOU ARE 
ONE OF THE I8 WHO DO NOT, . 
STOP IN AT ONCE AND PERMIT US 
TO OPEN OUR HEARTS TO YOU ON THE 


THE MANAGER OF A DETROIT 
HARDWARE STORE MADE CAPITAL 
OF AN OVERBOUGHT LINE AT INVENTORY 
TIME WITH THIS CARD POSTED IN HIS 
WINOOW ABOVE APILE OF LEFT — 
OVER STOCK’* "/ CANT AFFORD JO HAVE 
THE BOSS KNOW / OVERBOUGHT ON 
THESE. YOU CAN HELP ME OUT OF THE 
THE PREDICAMENT AND HELP YOURSELF. 
AS WELL BY GRABBING ONE AT°2.95 
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General views of the remodeled Morley store 

at Saginaw, Mich. The new fixtures are by 

Schwartz Showell Corp., Columbus, Ohio, and 
W. C. Heller & Co., Montpelier, Ohio 
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NE of the country’s finest re- 
tail stores was officially op- 
ened in Saginaw, Mich., re- 
cently. Morley Brothers have 
achieved in their remodeled retail 
store a combination of smartness of 
appearance and yet a certain infor- 
mality that impels customers, par- 
ticularly women, to shop there. 
There is none of the severity so often 
noted in highly modernized stores. 
This hardware firm feels that their 
retail store is an excellent testing 
laboratory for their retailer custom- 
ers. The Morley wholesale business 
grew, many years ago, out of its re- 
tail beginnings, and the new store 
atmosphere reflects that development. 
Related merchandise is arranged for 
the maximum of second and third 
sales. The entire store has an atmos- 
phere that seems to welcome shop- 


ping around. It has a distinct appeal 
to all members of the family and its 
merchandise is such that creates a 
greater respect for the hardware store 
as an interesting place to trade, with 
the result that women regard Mor- 
ley’s as their quality store in Sag- 
inaw. 

The company had been contemplat- 
ing bringing the store up to date in 
appearance for some time. Last sum- 
mer a serious fire caused smoke and 
water damage to much of their stock, 
and they decided to replace the old 
corrugated ceiling and high shelving 
with the last word in store arrange- 
ment. A show case manufacturer’s 
representative and a consulting archi- 
tect worked out plans that were final- 
ly accepted. 

The first week of October found 


work started on the remodeling and 


the seventh week, November 22, the 
work was completed. A partition was 
erected down the center of the old 
store and the stock all crowded into 
one half. Business went on under 
cramped conditions, but it went on. 
One half completed, the renovators 
went to work on the other half while 
business continued in the new half. 

First, the old corrugated ceiling 
came down and fir stripping was 
nailed in place. To the stripping was 
nailed a steel ceiling, which when 
painted, resembles plaster. In the 
old store the shelving ran to the 
ceiling. This was removed along with 
all wall cases and show cases. Fir 
stripping was again used on the 
walls, this being faced with pressed 
wood sheets. The vertical joints of 
these sheets were lapped and the 
horizontal joints were covered with 


The new Morley store at Saginaw, Michigan, presents a fine, open and appealing appearance that encourages habitual visits 
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of people who have money to spend 


os el 





21 








strips of half-round wood which was 
in turn covered with a chromium 
band which snaps on over the half- 
round. These bands were spaced 
equally and run entirely around the 
store. 

A new wood floor was laid, at 
right angles, over the old wood floor 
and on this base was cemented 11/- 
lb. saturated felt. This, in turn, was 
covered by heavy battleship linoleum 
in a gray marbleized pattern. The 
floor was laid in such a way that 
no seams appeared in any traffic 
aisles. 

Inside the entrance is the store 
name, The Morley Brothers, in white 
linoleum letters cut into a blue strip 
and border strips of white and black 
respectively blend the blue strip in- 
to the field. 

The electric lighting of the store 
was radically changed and a great 
improvement obtained without any 
greater lighting expense. In the old 
store there were twenty-nine 500-watt 
fixtures which gave about six to eight 
foot candles under the fixture and the 
spread of light was very poor. In 
the new store, there are 82 modernis- 
tic fixtures, carrying 150-watt lamps 
which give an illumination of about 
10 to 12 foot candles, spread evenly 
under the light. In addition running 
around the tops of the wall cases are 
indirect strip lights, and lights in the 
show cases. With all this improved 


ae apt 
1? Eels, «Se 
re” ©, &: = 


e 








Compare this interesting sales floor with the old store at the foot of the page. The 
older photo was taken during a demonstration. 


lighting the current consumption is 
no greater than it was for inferior 
lighting in the old store. 

Coming into the store the sporting 
goods department is at the left front 
side. Next is the paint department. 
followed by the hardware department 
extending to the rear. On the right 
front, coming in, is the leather goods 
department. Along the side is the 
electrical appliance department and 
the housefurnishing department. 
Large items such as stoves, refrigera- 
tors, radios and washing machines 
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are at the rear. Around the rear wall 
are display platforms six inches 
above the floor and having cream 
panel backs. These are the display 
spaces for the cooking ranges, elec- 
tric refrigerators, etc. Directly in 
front of the doors is open space that 
can be used for specials. Back of 
this is a novelties case with display 
tables running through the center 
of the store to the toy department 
at the middle back center. 

Wall cases and show cases are of 
solid oak finished with cathedral 
brown stain and waxed. All wall 
cases are standard in size and shape. 
and are interchangeable. The floor 
cases are also interchangeable, mak- 
ing the whole fixture layout extremely 
flexible. Departments may be in- 
creased in size for their peak seasons 
and reduced at will. On the front of 
all the top wall cases is a slot in 
which cut-out letters are placed to 
spell out the location of the various 
departments. A porcelain strip light- 
ing behind them throws an indirect 
light on the wall and makes the let- 
ters stand out in silhouette against 
a background of light. 

There are six main aisles running 
from the front to the rear of the 
store and numerous cross aisles. The 
aisles are straight and clear and 
bring more traffic to all parts of the 
store. 

The general effect is that of ex- 
treme up-to-dateness. The white ceil- 
ing blends into the ivory walls, 


HARDWARE AGE 








re. The 


ar wall 
inches 
cream 
display 
s, elec- 
ctly in 
ce that 
jack of 
display 
center 
irtment 


are of 
thedral 
1 wall 


easons 
ront of 
slot in 
ced to 
rarious 
» light- 
idirect 
he let- 


igainst 


inning 
of the 

The 
r and 


of the 
of ex- 
e ceil- 


walls, 


AGE 


which, in turn, blend into the cream 
panels of the wall cases. The light- 
ing is uniform and very easy on the 
eyes. The merchandise on one side 
of the store can be seen from the 
other plainly. 

The gray marbleized floor blends 
beautifully into the fixtures as all 
the show cases sit on black base feet. 
The restrained use of chromium 
plates lends a touch of smartness to 
the entire store. It is a store where 
women like to shop because it is 
clean, attractive and well lighted. 

The store front was also changed. 
Strips of black enamel baked on ce- 
ment, were placed under the show 
windows. Into these were placed cast 
aluminum ventilation grilles. Side- 
walk elevators were removed. The 
corner windows on each side of the 
entrances were bevelled off and new 
stainless steel frames placed in all 
the windows. New oak doors were 
installed, finished to match the fix- 
tures and mounted with chromium- 
plated hardware. All door closers, 
springs, checks, etc., are of the con- 
cealed type. The old leaded glass 
transoms were removed and clear 
plate glass installed in their place. 
In the center of these panes, alymi- 
num ventilators, carrying aluminum 
bands for trim were installed. A new 
sign of chromium letters on black 
was run above the transoms. The 
old Neon sign on the front of the 
building was retained. There are 
new window sets of modernistic de- 
sign in brown and white. Medium 
weight lineoleum is used for the floor 
of the windows. It is of reddish 
brown marbleized pattern and there 
is a one inch white feature strip 
cut into the field. 

During the opening and for some- 
time thereafter all change, silver and 
bills, were brand new 1934 money. 
Nothing has given the firm so much 
favorable and impressive publicity as 
this in a long time. In a short time 
people were asking one another 
where they got the new coins and 
they willingly advertised Morley’s. 
It accentuated the newness of the 
store and registered it in the minds 
of the people for time to come. For 
the first time in Saginaw the news- 
paper carried a four-page ad on 
salmon paper inserted in the center 
of the edition. 

The retail store is in charge of 
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One of the several excellent window displays arranged by J. T. Poitras, display and 
advertising manager for Morley Brothers, Saginaw, Mich. 


E. V. Neuman and the display and 
advertising post is held by T. J. 
Poitras. R. C. Morley, Jr., of the 
third generation to direct the firm’s 
affairs, is president. His two brothers 


are associated with him. R. C. Mor- 
ley, Sr., is not actively connected 
with the business, but is enjoying the 
new store along with all those who 
work enthusiastically for its success. 





U.S. Pamphlets Describe 
Many Uses of Tools, Etc. 


ITH the public showing a grow- 
ing interest in home repairs and 
in home workshops, hardware dealers 
will find that many of the Govern- 
ment’s inexpensive pamphlets on these 
and related subjects can be recom- 
mended, or distributed to good advan- 
tage. Available pamphlets dealing 
with home repairs, alterations and im- 
provements are: 
R ded Minimum Re- 
quirements for Small 
Dwelling Construction— 


report of Building Code 
Committee revised 1932— 





107 pages, illustrated... 10c (BH 18) 
Chimneys and Fireplaces. . Se (A 1.9:1649) 
Beautifying the Farmstead 5c (A 1.9:1087) 
Farm Home Conveniences. 5e (A 1.9 :927) 
Planning the Farmstead... Se (A 1.931132) 
Fire-protective Construction 

eS) arr 5e (A1.9:1590) 
Floors and Floor Covering. 5c (A 1.9:1219) 
City Home Garden........ 5e (A1.9:1044) 
Farm Garden............. 10c (A 1.9:1673) 
Saving Fuel in Heating a 

DE accansssaeneeseee 5e (1 28.7:97) 


Heating the Farm Home.. ic (A 1.9:1698) 
Safety for the Household.. 15c (C 13.4:397) 
Injury to Buildings by 

TOGMMOES cs cccccccvcccse 5e (A 1.35:101) 
House Insulation—Its Econ- 

omies and Application.. 10¢ (C 1.14:IN 7) 
Insulation on the Farm... 10c 
How to Judge a House.... 10c (C1.14:H 81) 
Light Frame House Con- 

Strmetiem ..ccccccccccees 40c (VE 1.3:145) 
Convenient Kitchens...... Se (A 1.9:1513) 


Methods and Equipment for 
Home Laundering....... 5e (A 1.9:1497) 


’ Protection of Buildings and 


Farm Property from 


i rae Se (A 1.9:1512) 
Painting on the Farm..... 5e (A 1.9:1452) 
Farm Plumbing.......... 5e (A 1.9:1426) 
Simple Plumbing Repairs 

in the Home............ 5e (A 1.9:1460) 


— Houses and Fix- 
WED: 6.0.0.0.0.09:05 009400028 5e (A 1.9:1554) 
oun and Repair of the 


sss ee ba ssa eines 15c¢ (BH 15) 
How to Own Your Home.. 5c (BH 17) 
Recommended Minimum Re- 

quirements for Plumbing 35c (BH 13) 


In addition to the pamphlets listed 
above a series of three booklets is also 
available, in which simple wood work- 
ing projects are described and plans 
reproduced for building furniture, etc. 
The booklets in this series are priced 
at 10c each or $4 per hundred, and 
are: “You Can Make It,” Volume 1; 
“You Can Make It for Camp and Cot- 
tage,” Volume 2; and “You Can Make 
It for Profit,” Volume 3. All of the 
booklets mentioned may be obtained 
from the Superintendent of Documents, 
Government Printing Office, Washing- 
ton, D. C. Orders should be accompa- 
nied by money order, New York Draft 
or coin, as checks or stamps are not 
acceptable. 
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311 Million Dollars in Hardware Sales 


Retail Hardware Store Sales, By States, in 1933 


As Compared With 1929 
(Based on Retail Census Figures Reported to the U. S. Bureau of the 


Census)—As Tabulated by Hardware Age 


The figure is believed to 
represent the low year of 


Stores Stores Sales Sales P.C. of the depression — Reflects 
in 1933 in 1929 ~—_ in 1933 in 1929 Decrease big drop from 1929 — 
ALABAMA ......... 132 180 $2,226,000 — $6,273,000 —65 ; 
ARIZONA --35—=—«BS*«~*B94000~—=«i2 340,000 —30 More pronounced declines 
ARKANSAS ... 84 69 1,493,000 2,832,000 —47 were reflected in the sales 
CALIFORNIA ...... 1,098 1,210 18,308,000 38,711,000 —53 totals of several other 
COLORADO ....... 146 156 2,566,000 4,149,000 —38 il 
CONNECTICUT ..... 260 286 4,480,000 10,538,000 —57 types of retail stores. 
DELAWARE ...... ; 4A 4A 608,000 981,000 —58 
DIST. OF COLUMBIA 106... . rer . 
RR 210 239 3,711,000 8,126,000 —54 
GEORGIA 188 205 3,870,000 7,419,000 —48 
IDAHO.............. 57. +67 ~—«*21,495,000 =—s_-2, 281,000 —34 
ILLINOIS _ 1,966 2,272 18,938,000 52,332,000 —64 ETAIL sales of hardware, by 
INDIANA .......... 650 722 7,015,000 18,568,000 —62 the 22,844 hardware stores 
IOWA ... 850 893 9,356,000 21,072,000 —-56 reporting to the Bureau of 
KANSAS . aa 43 448 4,299,000 10,281,000 —58 the Census, amounted to approxi- 
KENTUCKY 256 274 3,383,000 7,450,000 —-55 mately $311,321,000 in 1933. While 
LOUISIANA 148 =158 1,994,000 4,531,000 —56 this figure shows an average decline, 
MAINE . 183 185 = 3,246,000 6,415,000 —49 for the country as a whole, of 55 
MASSACHUSETTS 784 870 15-487,000 28280,000 45 PF cenb from the $699,414,000, re 
MICHIGAN .. 1,220 1,333 13,940,000 41,660,000 —67 ~y sb mie prseercatgeneder 
MINNESOTA 832 810 ~=10,363,000 20,415,000 —6l find % Sestem te the fect thet this 
MISSISSIPPI ....... 95 93 1,262,000 3,199,000 —61 maggad wns pen pad goth a 
MISSOURI Ae 851 877 8,890,000 _17,323,000 —49 is relatively a good retail record for 
MONTANA a 15 77 1,244,000 2,467,000 —50 the period covered. For example, 
NEBRASKA ...... 454 454 4,791,000 10,335,000 —54 sales of jewelry stores fell off 69 
NEVADA .......... 12 10 304,000 423,000 —28 per cent, and in six other types of 
NEW HAMPSHIRE. 7 75 1,554,000 3,972,000 —6l retail establishments, the reflected 
NEW JERSEY ...... 1,031 1,266 11,695,000 30,233,000 —6l decline was as large, or larger than 
NEW MEXICO 31 22 566,000 1,085,000 —48 in hardware. Another encouraging 
NEW YORK ........ 3,059 3,662 43,339,000 95,749,000 —55 factor is that 1933 is believed to have 
NORTH CAROLINA.. 199 217 4,686,000 9,804,000 —52 huey hie talon. sees ok he dae 
NORTH DAKOTA ... 257 261 —_2,922,000 5,361,000 —45 — gion period. It is also considered 
-- ae ane — — oe Ae ae <a —_ probable oye — sales will 
OREGON .......... 179 195 2,354,000 —_5,533,000 —57 chow an imcrense of: ot least 25 per 
PENNSYLVANIA ... 1,675 2,207 21,634,000 58,204,000 —63 cent over 1933, and prospects are 
RHODE ISLAND .... 118 135 2,398,000 —-5,163,000 —54 bright for further gains during 1935. 
SOUTH CAROLINA... 75 94 = 1,522,000 3,115,000 —5l In 1929, total retail hardware 
SOUTH DAKOTA.... 301 312 2,623,000 7,088,000 - —63 sales of $1,224,560,000 were re- 
TENNESSEE ....... 167 166 3,732,000 7,585,000 —5l ported by 37,572 hardware and hard- 
as 55-5 4 asides 498 601 7,864,000 15,526,000 —49 ware-implement stores. As the larg- 
ere 28 HW) 358,000 1,368,000 —74 est part of the volume of stores of 
VERMONT ......... 98 107 = 1,751,000 4,071,000 —67 the latter type is in hardware, ac- 
ee tL 
WEST VIRGINIA’. 151 167 2,168,000 5,890,000 —63 ju) Properly De includ in tie 
p. In compari 
WISCONSIN ........ 888 951 12,721,000 27,614,000 —54 son, total sales of $488,486,000 were 
WYOMING ......... 30 32 447,000 859,000 —49 , piste 


reported in 1933 by 32,802 stores of 
the two types mentioned, thus reflect- 
ing a decline of 60 per cent. 

The accompanying tables, pre- 
pared by Harpware AGE provide 


GRAND TOTAL. 22,844 25,409 $311,321,000* $699,414,000* —55 
. NOTE: The combined sales of 32,802 hardware and hardware-implement stores in 
1933 were $488,486,000. In 1929, sales of $1,224,560,000 were reported by 37,572 stores of 
the two types mentioned. The decrease thus reflected is 60 per cent. 

* Figures are not exact totals since State sales were not reported in hundreds of 


dollars. 
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Through Retail Hardware Stores in 


further facts relative to the 1933 
sales of retail hardware stores, by 
States, as compared with similar fig- 


ures for 1929. 


RELATIVE POSITIONS OF THE 
STATES 


(In order of their retal hardware store 
sales importance.) 


1929 1933 
1—New York 1—New York 
2—Pennsylvania 2—Ohio 
3—Illinois 3—Pennsylvania 
4—Ohio 4—Illinois 
5—Michigan 5—California 
6—California 6—Massachusetts 
7—New Jersey 7—Michigan 


8—Massachusetts 8—Wisconsin 


1929 1933 

9— Wisconsin 9—New Jersey 
10—Iowa 10—Minnesota 
11—Minnesota 11—Iowa 
12—Indiana 12—Missouri 
13—Missouri 13—Texas 
14—Texas 14—-Indiana 
15—Washington 15—Virginia 
16—Connecticut 16—Maryland 
17—Nebraska 17—Nebraska 
18—K ansas 18—North Carolina 
19—North Carolina 19—Connecticut 
20—Virginia 20—K ansas 
21—Florida 21—Georgia 
22—Tennessee 22—Tennessee 
23—Maryland 23—Florida 
24—Kentucky 24—Washington 
25—Georgia 25—Kentucky 
26—South Dakota 26—Maine 
27—Maine 27—Oklahoma 
28—Alabama 28—North Dakota 


1929 
29—West Virginia 
30—Oklahoma 
31—Oregon 
32—North Dakota 
33—Rhode Island 
34—Louisiana 
35—Colorado 
36—Vermont 
37—New Hamp. 
38—South Carolina 
39—AMiussissippi 
40—Arkansas 
41—Montana 
42—Idaho 
43—Utah 
44—Arizona 
45—New Mexico 
46—Delaware 
47—Wyoming 
48—Nevada 


1933 


1933 


29—South Dakota 
30—Colorado 
31—Rhode Island 
32—Oregon 
33—Alabama 
34—West Virginia 
35—Louisiana 
36—Vermont 
37—New Hamp. 
38—South Carolina 
39—Idaho 
40—Arkansas 
41—Mississippi 
42—-Montana 
43—Arizona 
44—Delaware 
45—New Mexico 
46—Wyoming 
47—Utah 
48—Nevada 





One Sale in Every 41 Calls 


EORGE W. WILSON, vice- 
G president, International Cor- 
respondence Schools, uses 
this chart before groups of salesmen 
and sales executives to demonstrate 
the baseless nature of much ef the 
discouragement that grips nearly all 
except the veteran salesman after a 
series of repeated turn-downs. 


On the chart is shown the actual 
results of 102 calls on prospects 
made by each of two experienced 
salesmen. The calls were made in 
Pittsburgh and Portland. The Pitts- 
burgh salesman sold the first pros- 
pect he called on. There were 10 
failures before another sale was se- 
cured. This was followed by an- 




















Its The Average That Counts 


Comparison of Results of Calls On Same 
Number of Prospects By Two Salesmen 


Sales f i! Turndowns 


Pittsburgh Salesman -102 Prospects 
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other failure, then two sales in suc- 
cession, and then six failures. 

The salesman in Portland made 
seven calls before he secured a sale. 
Two failures followed, then a sale, 
then two more failures, then two 
sales in succession, then eight fail- 
ures. Between a sale on the twenty- 
eighth call and one on the forty- 
second, there were 13 failures. Be- 
tween the fifty-sixth call and the 
sixty - fourth — seven interviews— 
there were five sales. 

“If either of these salesmen had 
been new men,” says Mr. Wilson, 
“either might have been discouraged 
to the point of quitting at times. 
The Portland man might have de- 
cided he was a misfit as a salesman 
before he sold his first prospect. The 
same conviction might have gripped 
the man in Pittsburgh before he 
sold his second prospect. But because 
these were experienced men they 
knew that it is not the sequence of 
successes but the average that 
counts.” 

The chart shows that when each of 
the two men had completed his 102nd 
call the Pittsburgh man had sold 
25 prospects. The Portland man 
had sold 24. Although there were 
long resultless stretches for each 
man, the average was approximately 
one sale out of every 4.1 calls for 
the Pittsburgh salesman, and one 
out of every four and a quarter calls 
for the salesman in Portland. 
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’ OU’D be surprised, say those 
who cater to the after-Christ- 
mas trade, to see the quantity 

of merchandise that is sold to people 

who have received gift money at 

Christmas time. Here are two orig- 


inal window suggestions, using an 
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After Christmas What? 


Windows to Attract That Gift Money 


arrangement of HARDWARE AGE in- 
terchangeable display fixtures, that 
show hardware items to advantage 
as after-Christmas goods. Using two 
windows, the display man has taken 
both men and women into consid- 
eration. His background cartoons 
are easy to reproduce, if you use the 
squared off charts as a guide. Simply 
square off your large sheet as many 
times enlarged as your space calls 
for and map out the picture. 

The photograph shows a useful 
window to follow for the winter gun 
selling season. This window, by 


George R. Wright for the S. B. Hub- 
bard Co., Jacksonville, Fla., makes 
generous use of informative price 
cards. 
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Window by George R. Wright for S. B. Hubbard Co., Jacksonville, Fla. 
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[A New Building Boom Has Started 


ONO REPAIRS IN CITIES 
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Here are the first fruits of the Housing Campaign pictur- 
ed on the illustration above. Weekly expenditures 
for Home construction and repairs mounting steadily, 
with the program still jn its infancy. 

All America is buzzing with intense activity. All over the 
country proud ownersare watching building and repair- 
ing operations on ther heme. And It's all due to the aid 





Wichita’s Own Demonstration Home 


AT CENTRAL AND BROADWAY 


The above picture is that of an 1880 model house in a 
1934 dress. This fifty-four year old house has seen more 
Wichita history than most of the citizens of the city. It 
was originally located near the corner of Second and 
Wichita but has been moved to Central and Broadway 
by the Wichita Federal Savings and Loan association and 
is being deled as a public d i f home mod- 
ernizing. The work is under the supervision of Overend 
and Boucher, architects, material is furnished by Wichita 
Lumber and Material firms and the labor is furnished by 
the building crafts of the city. When completed the house 
will be sold at public auction and removed to a perma- 
nent location. The proceeds of the sale will be distrib- 
uted among the labor unions, the Community Chest and 
the Wichita Art Association. 
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REBUILDING AMERICA 


given by the new Federal Housing Act. You--or any home 
owner or builder may take advantage of this fine financ- 
ing plan. Old homes or new ones may benefit throuet: 
the use of government-insured funds. Get in the build- 
ing boom—help restore the building industry, and with it, 
general prosperity. And at the same time enjoy the bene- 
fits of a sturdy, modern home at small cost. 





You May Borrow from $100 to $2000 


For further infor mation consult your 
Dealer 


Buniding Supply , Contractor, Architect 
Here Are a Few Suggestions 
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Publicity y 


EGARDLESS of other consid- 
erations, the National Hous- 
ing Act will receive one of 

its most potent accelerations from 
advertising—advertising by individ- 
ual firms interested in selling the re- 
quired merchandise. A close check 
of newspapers throughout the coun- 
try indicates a wide and intelligent 
use of newspaper space and good 
copy and illustrations. The accom- 
panying illustrations are but a small 
sample of those being used every day 
in all parts of the country. 

There are several avenues of ap- 
proach to the prospect’s attention. 
Probably one of the best is that 
which shows the “before and after” 
type of illustration. There is some- 
thing that seems to strike the interest 
of most people in a picture of a 
house or store building that is obso- 
lete, out of repair or otherwise in 
need of remodelling, when it is 
placed alongside a picture of the 
same building remodelled, painted 
and made modern. Many communi- 
ties have cooperated to remodel and 
refurbish certain old homes in their 
trading areas and then advertising 
the work. Force of example is a 
strong element in getting people to 
repair, repaint and refurnish. Intel- 
ligent missionary work along that 
line could do a great deal more than 
is done at present. It has long been 
the advice of Harpware ACE to its 
retailer readers to endeavor to get a 
strategically located house on a good 
street repainted and repaired, in or- 
der that its example would ineviably 
be followed by its neighbors. That 
seems to be the idea back of much 
of the advertising for the National 
Housing Act, now being used by in- 
dividual firms and-those cooperating. 

Another means of arresting atten- 
tion is the picturing of the many in- 
cidental home renewals and repairs 
that may be made. A new fireplace, 


Hey My 


laundry, kitchen arrangement, heat- 
ing plant, builders’ hardware, light- 


The ads on this and the opposite page are examples 
of a large number now appearing in the newspapers 
of America. Local advertising by local firms will ‘ F 
accomplish more than other forms of publicity, it ing, water system, floor Coveeeng and 
is believed. such things are all points of attack 

upon the customer’s attention. Ad- 


vertisements in many newspapers are 
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showing these suggested renewals in 
small black and white drawings ar- 
ranged around the border of the ad. 
In the center of the space vitally 
useful information is provided on 
such matters as how to procure a 
loan, the amount available, who may 
apply, how payments may be ar- 
ranged, security required, length of 
loans; all of which may be obtained 
from bulletins in the hands of local 
campaign committees. Information 
useful in preparing an advertisement 
is also contained in a bulletin for 
architects, contractors, building sup- 
ply and other merchants issued from 
Washington and available from 
Harpware Ace. In this bulletin, 
issued by the Federal Housing Ad- 
ministration, the “before and after” 
appeal is strongly stressed. 

The appeal of investment is an- 
other means of attracting a prospec- 
tive remodelling customer. A picture 
of an old house with a heading that 
suggests the impracticability of rent- 
ing it, compared to the ease of leasing 
or selling a well-groomed house made 
from the same framework at a rea- 
sonable cost, is likely to strike a 
responsive note with the landlord. 

Many people have long desired 
extra space in their homes. This is 
their opportunity and your advertis- 
ing should call attention to it. You 
may also stress the fact that the local 
campaign committee will aid with 
estimates. 

One should not forget the appeal 
to the young couple who want to 
marry and start a home. Here is 
one of the most vulnerable yet log- 
ical prospects for a small home. In 
the past, too many young couples 
have started their homes in cramped 
and unsuitable quarters. This is 
their opportunity to begin their new 
lives properly, and you can reach 
them with a minimum of resistance 
through advertising. 

Copy and illustration that uses a 
diagram to show the various items in 
repair work, such as gutters, roofing, 
windows, etc., are good forms of ad- 
vertising. Such an ad is shown on 
page 28. 
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The well-known old appeal of 
price may also be put to work in this 
housing ad copy. Prices are still 
low for repairing and building, when 
considered as against former years. 
Obviously, the present conditions 
will not obtain indefinitely and the 
time element becomes a logical argu- 
ment for going on with the work. 

The most effective full page space 
seems to be that used by hardware 
firms, contractors, lumber firms, 
banks, and others interested co- 
operating, but hardware dealers are 
using two or three column space 
with effect. 
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In any event, adequate study 
should be given to make these out- 
standingly effective. The opportu- 
nity is here, it is sound, and can be 
made to serve you, while at the same 
time doing a double service to the 
community. It will create work for 
mechanics, give people better homes 
and, through sales of materials, in- 
crease employment throughout the 
country. If each individual firm in 
each community will advertise intel- 
ligently, using this Housing Act as 
a basis, and living up to the claims 
of the advertising, a satisfactory re- 
sult will be felt all around. 
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Number Eight of a Series on Show Card Writing 


Mongrel Roman Alphabet 


OW many things does the av- 
erage person tackle in every- 


day business life, having 
never attempted a similar thing be- 
fore, and how often have we sur- 
prised ourselves with the results we 
have accomplished, which were be- 
yond our wildest hopes and imagi- 
nation. 

It’s our natural ambition to im- 
prove ourselves each day, thereby 
making ourselves more valuable. 
Success in life comes mainly through 
hard work, constantly striving to 
reach the top of our chosen vocation. 
How true is the saying: “Those who 
never do any more than they are paid 
for are seldom paid for any more 
than they do.” 

Our efforts are being constantly 
watched by others much more than 
we are conscious of, and all that 
some of us lack to reach our objec- 
tive is more enthusiasm, pep and 
confidence in everything we under- 
take. One must believe in anything 
to make it a success. Don’t be dis- 
couraged by what the other fellow 
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says. He hasn’t got your point of 
view nor your ambition. To some 
who have never attempted show 
card writing it seems almost insur- 
mountable. They look at the pattern 
of the alphabet before them, or they 
may watch an expert in the act of 
lettering. The letters afl seem so per- 
fectly round and accurately done it 
all seems more difficult than it really 
is. Our first attempt at lettering is 
naturally a little awkward, but then 
think of the beginner a few years 
back who was brave enough to at- 
tempt show card writing with the old 
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style methods and tools. Most of the 
technical books of instruction on let- 
tering were compiled by an authority 
on lettering who lacked the practical 
experience, the result being that the 
lessons were “over the heads” of 
most beginners. 

These lessons published in Harp- 
WARE AGE start the beginner on a 
straight road; he is not compelled to 
make a tiresome detour to accom- 
plish the same result. 

Here is what one ambitious and 
enthusiastic hardware clerk did: he 
made up his mind to surprise the 
boss; he realized the importance of 
show cards and price tags in the 
store, so he took home a little pack- 
age one night which contained the 
following: 

A copy of Harpware AGE, show- 
ing the latest practical way to make 
show cards. 

One 2 oz. bottle of black and one 
of red, show card ink. 

One No. 8 and one No. 12 Red 
Sable show card brushes. 

(Continued on page 58) 
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This Talking World 


“My Dear, Is There Anything Wrong? You Are So Silent!”’ 


so 

much talking, writing and 
reading as at the present time. In 
the Middle Ages, all the talking, writ- 
ing and reading amounted to very 
little. People could not talk very 
much because they hadn’t the facili- 
ties. They lived isolated lives. When 
they went to church the sermon was 
usually in Latin and they could not 
understand it, which probably was 
just as well. Even the kings, nobles 
and the rich and privileged of the 
land, if they could read (but most 
of them couldn’t) had no morning 
or evening newspapers to take up 
their time and fill up their minds 
with other people’s business. In the 
monasteries the priests did illuminat- 
ing on parchment, but their work 
was seldom original. Most of the 
time they copied passages from the 
Bible. Among the laymen, few 
could read or write. Just compare 
those silent times with today’s volu- 
bility, especially in the United States. 
If you don’t talk you must be ill! 

In this country we probably do 
more reading, writing, and talking 
than any other present-day nation. 
Stop and think of how the facilities 
for talking have increased! Take 
the telephone for instance. Not only 
is it used in business for more or less 
necessary talking, but think of the 
time that is consumed just in talking 
about nothing in particular. There 
are men who have the telephone 
habit. Everywhere they go they look 
for a telephone to call up someone. 
Then among many women, the habit 
of visiting over the telephone has be- 
come an obsession. Some women 
spend hours every day telephoning to 
their friends and relatives. The other 
day in a hotel it was necessary for 
me to make an important call. There 
was a telephone on a table in the 
hall, but when I came out it was 
being used by a woman who evi- 
dently was talking to some intimate 
friend. I stood at a discreet distance 
awaiting my turn at the phone, and 
I could not help overhearing some 
of her conversation. She had just 
been to a luncheon, and she described 
and commented upon in minute de- 


N fren ¥ the — of the By SAUNDERS NORVELL 
wor as there been 


JANUARY 3, 1935 


tail upon everyone present and the 
clothes they wore. Finally, to cap 
the climax, although she saw I was 
waiting, she proceeded to describe 
the entire menu and to tell how she 
liked each dish that was served. 
After finishing the. menu, she pro- 
ceeded to tell her friend what she 
intended to do that afternoon—where 
she was going shopping, what she 
was going to buy, etc. And then it 
took her two or three minutes more 
just to say goodbye. Now this may 
seem rather far fetched, but it was an 
actual personal experience. 

A friend of mine, being attentive 
to a certain young lady, took her 
quite frequently to the theatre. Be- 
tween every act this dear young thing 
had the habit of rushing out to the 
lobby and telephoning. My friend 
finally became bored. The next time 
he asked her to go to the theatre he 
said: “Now I am taking you on one 
condition, and that is that you must 
cut out all the telephoning.” Why 
not do it before you leave home. 

Women complain of their nerves. 
This telephone habit has a lot to do 
with their nervous condition. Try 
laying off and taking a rest! 

Then too, there are the long dis- 
tance telephone racketeers. By this 
I mean the people who visit their 
friends make long distance telephone 
calls, and then forget to pay for 
them. 

I went to an afternoon tea not long 
ago, and heard one of the guests say 
to the hostess: “What is the matter 
with your telephone? Ii seems to 
be shut off.” “Oh, yes,” replied the 
hostess cheerfully, “I always have the 
phone shut off when I give a large 
party. I am perfectly willing to pro- 
vide food and drinks, but not long 
distance telephone calls.” 

And now—God forgive them—we 
have the radio! When some people 
aren’t using up their vocabulary mak- 
ing telephone calls, they glue them- 
selves to a chair close to the radio, 
and listen to other people talk. It 
would be interesting to know just 
how many hours a day the people 


of the United States devote to tele- 
phoning and listening to the radio. 
I am sure in the case of many in- 
dividuals there would be very little 
time left for any useful occupation. 

Nations are telephoning to other 
nations. Ships are radioing messages 
not only to other ships but to the 
land both before and behind them. 
A goodly percentage of the popula- 
tion of the country is engaged in 
writing books, but the unfortunate 
part for them is that only about 10% 
of the population are book readers. 
Imagine that—only twelve million of 
our people care for books or read 
them. Probably about 25% read 
magazines. But when it comes to 
newspapers, probably 60% read 
them, morning and evening. With 
thousands of people in the cities the 
newspapers are their only entertain- 
ment and consolation. They can keep 
track to the smallest detail of every- 
thing that occurs in the world. All 
the women must know just what Her 
Royal Highness the Dutchess of Kent 
wore at her wedding, and every de- 
tail in the papers is read and dis- 
cussed. But notwithstanding all of 
his hardwon medals, very few men 
were interested in the exact style and 
cut of the breeches worn by the Duke. 
Men’s curiosity goes to other things. 

Then, of course, if there is a kid- 
napping or murder trial, ten million 
amafeur detectives and _ potential 
criminals read the papers and discuss 
among themselves the pros and cons 
of the crime. It is not surprising 
that we have so many criminals when 
so many of our population devote so 
much time to reading about crime. 
One wonders sometimes why the pa- 
pers print so much about crime, and 
why now they have even gone so far 
as to print photographs showing all 
the grewsome details of the crime, 
the bullet-riddled body, etc. The pub- 
lishers’ apology for printing this sort 
of stuff is that that is what increases 
the circulation of their papers. 

The President now can talk (and 
does) over a radio hook-up that takes 
in every village in the United States. 
That is a fine thing for the President. 
In one talk he can reach everybody 
in the country. Some day somebody 
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will invent a radio where the listener 
can talk back to the radio orator. 
That will be grand and glorious. 
Then we will have talking both ways. 
Talk, more talk, and still more talk! 
No wonder it is reported by those 
who are investigating sleep, that 
there are more people now who talk 
in their sleep than ever before. It 
seems that the habit that has become 
an obsession during the day con- 
tinues into the night. 

You would think that clerks in the 
stores could find many spare mo- 
ments to talk during the eight or ten 
hours they are confined. But no sir! 
Customers earnestly seeking to buy, 
have to wait while these clerks finish 
their interesting conversations, seem- 
ingly totally oblivious to the custo- 
mer. 

But all the above is just a pre- 
liminary, just to set the stage, as it 
were. I wish I could have done a 
better job, but I have only so much 
space, and could, therefore, only 
briefly touch upon the subject of this 
talking age. The real point of this 
article is—since all of us talk so 
much, we should learn how to talk! 
With all of our opportunities for 
conversation, it is surprising that the 
average American has a vocabulary 
of just a few hundred words. Most 
of us, in all our conversations, just 
wear out certain words to a frazzle. 
Many people have pet words and 
phrases that they work to death. 
Have you ever heard beautiful young 
ladies, when they are telephoning, fill 
the air with such words as—“Sure” 
“Oh yeah” “See” “I'll be seeing you” 
“O.K.,” etc. Personally, I rather en- 
joy slang, if it is good slang, but if 
I had anyone around me who had the 
habit of saying “Sure” and “See” all 
the time, either this person would re- 
sign or I would. 

Listening to so much conversation 
where our language is so frequently 
misused, is terrible. Speaking can be 
made an art. I can imagine how de- 
lightful it would be to the ear to 
hear beautiful words spoken in well 
modulated tones. One of the first 
rules in speaking properly, is to open 
your mouth when you talk. It is bad 
enough to have to listen to all this 
talk that is going around, but when 
you have to strain your ears to listen, 
that is just a little too much. The 
other day a man called on me with 
the request that I get him a position 
as a salesman. He talked down his 
throat. I could scarcely hear him, 
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and had to ask him to repeat almost 
everything he said. Great guns! The 
first thing every salesman should be 
taught, is to talk out. 

Another thing—when you intro- 
duce people, shout out their names 
loudly and clearly. Most people in 
making introductions seem to be em- 
barrassed, and mumble their words. 
And, incidentally, there is one thing 
for which there should be a special 
and terrible punishment. When you 
go to a banquet or convention and 
meet someone you have not seen for 
several years, in the name of all that 
is good, don’t say:—“Oh, I’m sure 
you don’t remember me.” And upon 
his assurances that he does, don’t 
say:—‘All right. What’s my name?” 
That is very embarrassing. Why not 
step up and say:—“Well, Mr. So and 
So, I’m glad to see you again. My 
name is , | met you at such and 
such a place.” 

Speaking of words, what do you 
think of the modern idea of dressing 
up certain professions by adopting 
high-sounding and euphonistic 
names, such as “mortician” for “un- 
dertaker”, “Invalid coach” for “am- 
bulance”, “realtor” for “real estate 
man,” etc. Personally, I prefer the 
old names. An undertaker by any 
other name is just an undertaker to 
me. 

The study of words is a delightful 
hobby, but you need a book of syno- 
nyms and an encyclopedia to pursue 
this hobby. It is not an expensive 
hobby, but it will open up to you a 
surprising field of knowledge. It will 
take you back to the beginning of 
civilization—to all countries and all 
languages, and will give you an in- 
teresting sidelight on ancient history. 
Let me illustrate with one or two 
examples. 

The other day I had occasion to 
look up the word “bishop”. This is 
a very ancient word. It means “an 
overseer; once applied to Christ in 
the New Testament” “In the earliest 
usage of the Christian church, a spir- 
itual overseer, whether of a local 
church or of a number of churches; 
a ruler or director in the church.” I 
am sure you will be interested in 
seeing how the word “bishop” was 
spelled in the different countries. I 
will leave out the Greek spelling, be- 
cause I question whether the Harp- 
warE AGE has a set of Greek type. 
Medieval English:—bishop, bisshop, 
bischop, bishup, byshop. (In those 
early days people were not so careful 





about their spelling, and evidently 
spelled according to the sound.) An- 
cient Friesen:—biskop, Swedish :— 
biskop, Danish:—biskop, Italian:— 
vescovo, Spanish:—obispo, French: 
—eveque, Gaelic:—easbuig. I will 
not continue this list, but in every 
language the root of the word “bish- 
op” is quite evident. 

Milton was very learned on the 
derivation of words. Frequently he 
wrote lines that the average reader 
cannot understand because he does 
not know the sources of the words 
used. For instance, in “Comus” Mil- 
ton writes that the bishops were blind 
and the parsons had open mouths. 
What he meant was that as the word 
bishop meant an overseer or watcher, 
when a bishop fails to do his duty 
he is a blind bishop. No one, how- 
ever, could understand this meaning 
without understanding the derivation 
of the word bishop. The same thing 
is true of “parson”. 

The word “parson” comes from 
the ancient Latin word “pasco”, 
which means to feed. A parson is 
the feeder of his flock. The word 
“pasture” comes from the same root. 
There are a hundred other words that 
come down to us from “pasco” that 
have a similar meaning. Therefore, 
what Milton meant when he wrote 
about parsons with open mouths, was 
that they fed themselves instead of 
feeding their flocks, and therefore 
were not proper parsons, or shep- 
herds. 

Here is a word, that coming down 
from the middle ages not only 
changed its spelling, but also its 
meaning. The word “villain” today 
hasn’t a pleasant meaning, but in the 
Middle Ages the word was “villain” 
and it meant, peasant attached to the 
land. 

An interesting fact about studying 
the derivation of words is that such 
a study not only immensely increases 
your vocabulary, but you remember 
the words better because of the stories 
back of them. 

So, my dear brothers and sisters. 
if you propose to continue all this 
talking throughout the New Year, 
allow me to express the hope that 
as a New Year’s resolution, you de- 
cide to increase your vocabulary, 
learn the meanings of words, how to 
pronounce them correctly and how 
to use them, and so make the world 
a better place in which to live, not- 
withstanding all the conversation 
that is going on. 


HARDWARE AGE 








E 
4 
€ 


” 
Be 


orem 


PANE bea TA 7 Oe sie 





ord 
oot. 
that 
hat 


“ote 
was 
of 


ore 
ep- 


wn 
nly 

its 
lay 
the 
- 


in 


the 


ng 
ch 
3eS 
er 
ies 


rs. 
Lis 
ar, 
at 
le- 


to 
yw 


Id 


om 


Pe care 


Colonial Cottage for Window Background 
Ties in With Modernization Drive 


r 1 YING in with the home mod- 
ernization drive, Carter Broth- 
ers have boosted the sale of 

polished brass and bronze builder’s 

hardware by changing the window 
background in the hardware store 
at 164 North La Brea Avenue, Los 

Angeles, into a beautiful colonial cot- 

tage front, the floor of the window 

becoming the front lawn with grav- 
eled walks, grass and flower boxes. 

Scenery at the end of the house, 
giving perspective, was painted by 
a landscape artist and is especially 
realistic. 

The colonial facade is no make- 
shift, but is the work of a high-class 
architect and is built perfectly to 
scale. A cabinet maker built it and 
set it up in the window. 

The thought originally was to dis- 
play polished brass and _ bronze 
builder’s hardware, especially the 
knocker, marine lantern, mail box 
slot, latch, etc., but the plans have 
been used by a man building a new 
home, for the front of his house and 
it has already been copied in three 
or four modernization jobs. The sale 
of front-door polished brass has been 
boosted more than by any other win- 
dow display ever used. An example 
of the pulling power of the window 
is shown by the incident of the ma- 
rine lantern. Carter Brothers had 
only one of these in stock and had 
not pushed them, but the demand for 
them began the day after the window 
colonial facade was set up. 

Incidentally, the facade gives a 
chance to display paint, glass, flower 
pots and other items for sale in the 
store. 

The cottage front is done in a good 
grade of siding, painted snow white 
and the shutters are of Dutch blue. 

“We have never had a window 
with a greater pulling power on the 
women,” says George M. Carter, one 
of the proprietors. “It pulls them 
across the street and pulls them in 
from all neighboring stores.” 
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Single Family Houses Lead in Modernization 


Single-family houses are far in 
the lead in the modernization pro- 
gram of the Federal Housing Admin- 
istration for repair, alteration or im- 
provement of real property, it was re- 
vealed Dec. 1, in a breakdown of 44,- 
809 modernization loans, totaling $19,- 
021,116.72, as made public by Admin- 
istration officials. The figures used 
were as of November 21. As estimates 
indicate that for every insured loan 
dollar spent on modernization, five cash 
dollars have been spent, it is believed 
that the total amount of modernization 


business done through Nov. 21 has 
reached a total of more than one hun- 
dred million dollars in the fifteen weeks 
the program has been in effect. 
Single-family homes accounted for 
69.87 per cent of the loans, while 16.03 
per cent of the loans were made to 
multiple-family homes. Apartments, 
farm buildings and stores fell far be- 
low these percentages, while there was 
just a “trace” of garages, factories and 
warehouses. Properties improved by 
the lessee totaled slightly more than 
eight-tenths of one per cent. 
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The man above represents continued buying power. He 
remains a customer and community asset. He faces the 
autumn of life happily because his future is protected. 
The other man represents lost buying power. He is not 
a customer, but a community liability. He faces a dismal 
future in the autumn of life, because his future was not 
protected. These photographs by H. Armstrong Roberts 
were posed by professional models and offer eloquent 
illustration of the problems reviewed by this author. 


By G. CHAUNCEY PARSONS 


N English judge, refusing to 
A sentence a man to jail for 
vagrancy, once remarked that 

every man had a right to sleep in a 
ditch if he liked, but that only the 
poor seemed to exercise that right. 
The reverse is true of a good many 
of the privileges of which we speak 
today as “right” common to us all. 
The “right” to life, liberty and the 
pursuit of happiness, the “right” to 
earn a living, the “right” to a de- 


cently comfortable old age—only * 


people with a certain financial back- 
ing seem to profit by these “rights,” 
yet no one doubts that if everyone 
were assured such “rights” society 
as a whole would be immensely bene- 
fited. 

Take the last of these “rights,” for 
instance, the “right” to a secure old 
age. This is a comparatively recent 
“right.” A few centuries ago no one 
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thought of claiming it as something 
to which everyone was entitled. So- 
ciety has known it had to support its 
old people and for a long time it has 
supported them in queer ways, some 
of them not much better than throw- 
ing the old to the crocodiles. But 
gradually we have begun to realize 
that our present system — which 
means poorhouses, charity hospitals, 
or the supporting of the aged poor 
by their own not too prosperous sons 
and daughters—may be both uncom- 
fortable and expensive for everyone 
concerned, including society as a 
whole. As a result we have a new 
“right” which we are all claiming— 
the “right” to a decent and secure 
old age. 

There is nothing visionary about 
this idea of security in one’s old age. 
We all want it, and it is possible for 
a great many of us who do not have 


An Industrial 
Pension Plan 
Is Coming 





it now to have it in the future. More- 
over, if it is guaranteed to us (and 
“us” means society as a whole) we 
are far less likely to look for flaws 
in our social system (which means 
indulging in strikes and other social 
upheavals) than if we are faced by 
the necessity of sleeping in a ditch 
when we are too old to work. 

The surest means of securing this 
“right” of a safe old age is by in- 
surance of one sort or another, and 
employers of labor are beginning to 
realize that they must do something 
to provide for the old age of their 
workers who have passed the age of 
active employment, or else have some 
scheme of state insurance foisted 
upon them. This situation is not 
one which may happen in the future 
—it is happening now, and every 
manufacturer, every employer of 
labor, must consider the question, 
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whether he employs five men or five 
hundred. 

These employers have two things 
to consider in the question of Indus- 
trial Pensions. First, whether they 
prefer to develop their own retire- 
ment plans—making full provisions 
for all the flexibility necessary to 
changing social and economic condi- 
tions; retirement plans that are actu- 
arially sound and will carry out the 
fundamental purposes underlying a 
good retirement plan. Or, second, 
whether they prefer to have a pen- 
sion plan forced upon them by either 
Federal or State Government with 
its uncertain costs, inflexibility and 
with only the very minimum require- 
ments covered. 

Our attitude on this subject has 
been uncertain due to lack of infor- 
mation and personal knowledge on 
both sides of the question. 

It should be clearly understood 
first what a funded pension plan is 
and what an unfunded pension plan 


Is, 


The Insured Funded Plan 


It has been found that the insured 
funded plan is the most successful. 
These plans are set up with properly 
calculated reserves; the pension is 
purchased while the worker is an 
active producer on the payroll and 
the pension cost becomes a charge 
against current profits and not 
against future profits. Insolvency or 
merger would have no effect upon 
the pension already purchased. Any 
sound pension plan should be con- 
tributory — the employees should 
share in the cost with the employers 
toward providing income for their 
old age. 

Under the unfunded plan, no re- 
serve fund is set up to meet the liabil- 
ity; the pension is paid out as an ad- 
ditional charge against payroll after 
the worker has been retired. Thus 
the cost is passed on to future man- 
agement and becomes a charge 
against future dividends and future 
conditions. This is the most expen- 


sive way of meeting the pension re- 
quirements over a period of time. As 
the costs are very low at the start, 
some employers have been attracted 
to it, not realizing the excessive cost 
later on. Further there is no guaran- 
tee to the worker that he has a pen- 
sion fund—no assurety of either the 
whole or part of one being paid to 
him. 

Every employer should carefully 


GOVERNMENT 


consider these two types of plans. 
And every employer should care- 
fully consider the types of plans 
he may have thrust upon him by 
Federal or State enactment and 
weigh against that what the advan- 
tages are going to be to him if he 
selects the Individual Plan, insured 
through a life insurance company. 
Let us examine the pros and cons of 
this: 


INSURANCE COMPANY 


Costs 


Can the Government guarantee what 
the cost will be? 

The funds for pensions will undoubtedly 
be invested in Government securities and 
the return on these is not guaranteed, 
therefore, it doesn’t seem possible to guar- 
antee the cost. 

The power of taxation would be re- 
sorted to when necessary to make up the 
difference. 


Costs have been and can be quoted for 
a stipulated number of years. 

Industry would know what the cost 
would be just as it knows the costs in the 
case of fire, liability, workmen’s compen- 
sation insurance. 

The insurance companies guarantee an 
interest return. With our pension costs 
guaranteed for a certain period by a re- 
sponsible organization, business can figure 
its costs in advance as a percentage of 
payroll. Nothing can alter or change 
them. 


Management 


Non-competitive, therefore no impetus 
for efficient management. 

Political party in power would find an- 
other for their followers without regard 
to aptitude. 


Competition would serve to keep costs 
down. 

Insurance companies have demonstrated 
their high type of management. This 
management is not alone confined to 
Boards of Directors and personnel of com- 
pany, but also to State supervision through 
stringent laws. 


Financing 


Many states and municipalities have pen- 
sion plans, most of which are unfunded, 
resulting in serious consequences to the 
fund and the pensioners. In these no re- 
serve fund is set up to meet the liability 
but pensions are met out of current funds. 

As there is no guarantee of interest 
on Government securities, there can he 
no guarantee of premium rates. 

If the costs are unknown, can the busi- 
ness function efficiently? 


Under the insured funded plan the pen- 
sion is purchased while the worker is an 
active producer on the payroll. In this 
way it becomes a charge against current 
profits and not future profits. Each con- 
tribution buys a definite amount of pen- 
sion which in itself is really a complete 
transaction. 

Merger or insolvency would have no ef- 
fect in ‘any way on that part of the pen- 
sion already bought and paid for. 


Flexibility 


Under a general plan, it is doubtful if 
full flexibility can be attained. Geographic 
location, different prevailing economic and 
social conditions are just a few considera- 
tions with respect to the workers and the 
employers and the plan’s flexibility. 

Alterations and changes in the plan 
would mean cutting through much red 
tape of the political machinery. 


Each company wotild have its particular 
contract drawn up to cover all the possible 
contingencies and to fit all its needs with 
allowance made for change or alterations 
with little effort and loss of time. 

This is the one way to insure reason- 
able flexibility for the company and the 
employees and would not be prejudicial to 
the employer’s interest. 

Each unit of each industry would have 
individual consideration. 


Every employer should carefully consider the types of plans he may have 


thrust upon him by Federal or State enactment and weigh the comparative 


advantages of the individual plan insured through a life insurance company 


and those provided by government. 
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GOVERNMENT 


INSURANCE COMPANY 


Labor Conditions 
Strikes 


It is a generally accepted opinion that 
under Government operation contributions 
would continue to be paid to the fund re- 
gardless of whether the employee was on 
strike or not. This means that the satis- 
fied, steady worker in the well-run organ- 
ization, free from strikes would be paying 
the penalty for the other’s loss of time 
and work and the taxpayer and the em- 
ployer would be paying as well. 


If the plan is underwritten by an insur- 
ance company the contributions to the 
fund would cease when the worker went 
on strike and no more would be made 
intil he returned to work. There would 
be, therefore, no penalty upon the others. 

Unquestionably, a well set up and 
funded pension plan would be a partial 
solution to many labor problems and it 
does put a premium upon good manage- 
ment. 


Seasonal Industries 


The seasonal industry presents many problems and these would have to have individual 


consideration. 


It is therefore evident that the most practical and successful way of handling this 
question is by individual company operation and insurance. 


Retirement Age and Amount 


Our only precedent in a Government 
plan has been the Railroad Pension Act 
which was declared unconstitutional. The 
age set under this was 65. 

The limit in amount was fixed at $120 
monthly and maximum salary considered 
was $300 monthlv. 

Usually no such limits are placed on 
municipal and state pension plans. 


Only under individual plans is it pos- 
sible to adjust both age and pension 
amount to the varying conditions existing 
in the localities and with the company. 

Experience has shown that retirement 
of females at 55 to 60 and males from 60 
to 65 is advisable. Working conditions, 
the kind of work, locality must all be 
considered. 

If old age pensions are to be effective. 
more than a meager existence must be 
provided. With the contribution of both 
employee and employer, the employee has 
a reasonable assurance of a retirement in- 
come that will be adequate. 





We must all face old age; none 
of us is exempt from the threat of 
failing sight and lost teeth—and the 
loss, far more serious, of creative 
ability and earning power. Those 
of us with sufficient income to do so 
have, for the most part, made some 
move to provide ourselves with in- 
surance of some sort against our old 
age. But the majority of workers in 
this country, for all our amazingly 
high standard of living, still have 
incomes so small that saving is not 
merely difficult but frequently im- 
possible. 

The average wage of the workers 
of this country is not sufficient to 
enable them to educate and clothe 
their children, pay the normal ex- 
penses of living, and also take out 
insurance or save to any large extent. 
Even a savings account of, say, 
$1,500 will not go far if a man has 
to stop work at the age of 65 or 70 
and then lives to be eighty. And a 
savings account of $1,500 is a good 
one—there are plenty of workers in 
the United States who are today fac- 
ing old age on far less than that. If 
the old age of these men were secure 
their present purchasing power 
would be greatly increased, as would 
be likewise the purchasing power of 
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those who must care for them when 
they are unable to earn their own 
living. More than that, they will 
remain self-respecting citizens to the 


end of their days. The hang-dog 
look of the old man in the gutter 
who begs a dime is certainly not a 
national asset; the confident air of 
the spry old man of seventy who 
buys a radio for his wife’s Christmas 
present and a box of tools for his 
young grandson is something which 
all manufacturers interested in the 
buying power of the spry old man 
might do well to preserve. 

If the manufacturers of this coun- 
try do not provide old-age insurance 
for their workers, it will be forced 
upon them by the State, the State in 
this case meaning Washington. No 
manufacturer will welcome state old 
age insurance. State insurance is 
expensive; under it the employer has 
no assurance whatever that he will 
not pay too heavy a price for inefhi- 
cient service. It is subject to all 
sorts of political objections and it 
can so easily become a plaything for 
politicians. More than that, state in- 
surance will be unsatisfactory for a 
plan good for one industry in one 
state may easily be all wrong for 
another industry in another state. 
The answer lies with the manufac- 
turer, the employer of labor. He can 
protect himself by a properly funded 
pension plan which protects both 
himself and his employees or he can 
wait for a state scheme which will 
suit no one. 





Rules for 


Handling 


Code Authority Funds 


HE National Industrial Recovery 

Board issued on Dec. 7, 1934, 

regulations which must be fol- 
lowed by all code authorities in han- 
dling money collected for code admin- 
istration. 

The prescribed rules call for a 
bonded receiver for all money col- 
lected, separation of Code Authority 
funds from all others, keeping accurate 
and adequate accounting records avail- 
able for inspection by the NRA, peri- 
odic reports to the Administration, 
audits by independent accountants at 
the end of each budget period, and sub- 
mission of financial reports to all con- 
tributors to code funds within 60 days 
after the budget closing date. 

These regulations provide that each 
such code authority must furnish ade- 
quate information regarding observ- 
ance of the rules, and any action of a 
code authority is subject to NRA dis- 


approval if found that it is not in ac- 
cord with the order. The order fur- 
ther defines the term “competent, inde- 
pendent auditor” who is to conduct the 
audit at the end of each budgetary 
period. 

These regulations applicable to all 
Code Authorities with respect to funds 
and accounting are: 


“A. Each Code 
promptly provide for: 
1. The designation of a person or persons 

who shall receive and account for all 

funds. 

. The furnishing of adequate security by 
such person or persons for the protec- 
tion of funds in his or their custody. 

. The maintenance of Code Authority 
funds in its name and separate from all 
other funds. 

. The keeping of accurate and adequate 
accounting records, available at any 
reasonable time for inspection by ac- 

(Continued on page 62) 
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By L. W. MOFFETT 


Washington Representative of 
Hardware Age 


RA has instituted another 
“drive” to enforce compliance 
with wage, hour and trade 


practice code provisions as it is pre- 
paring real goldfish bowl hearings on 
operation of codes. The upshot of the 
two-point program may result in sweep- 
ing revisions of codes and marked in- 
crease in their enforcement. With re- 
gard to the latter, however, there is 
some skepticism. For NRA has engaged 
upon so many campaigns to enforce 
compliance with only moderate success 
that they have been likened to the 
“drives” against bootlegging that were 
so common during the so-called dry 
era. The analogy of course is not com- 
plete. For while the dry law. was re- 
pealed, it is a considered certainty that 
the National Industrial Recovery act 
will be continued, although in a rather 
sharply revised form. 

The fact remains, however, that NRA 
has greatly strengthened its compliance 
forces and is working jointly with the 
Department of Justice. Already cases 
are under way to enforce the executive 
order of one year ago making it a code 
violation to discharge employes for 
complaining against excess hours and 
wages paid below the minimum. 

Following a report on compliance by 
W. H. Davis, who has returned to NRA 
to assist in the drive to enforce code 
provisions, Sol A. Rosenblatt, compli- 
ance and enforcement director, has ap- 
pointed regional directors of six of the 
nine regions into which the country has 
been divided for purposes of attaining 
a greater degree of compliance. Offices 
have been set up in Boston, New York. 
Washington, Atlanta, Ga., Cleveland, 
Chicago, Omaha, Dallas, Tex., and San 
Francisco. These offices are authorized 
to act in all code complaints, to remove 
the right to use NRA insignia and to 
prepare court prosecutions without ref- 
erence to Washington. Each office has 
a regional director, an administrative 
assistant, a regional compliance coun- 
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NRA Starts Another Compliance Drive to 
Prosecute Wages and Hours Violations 


Resume Goldfish Bowl Type of Public Hearings—Modi- 


fied NRA Likely to Continue—Price Control Remains 
Doubtful in Future Activity—Service Codes Continue 


to Be Most Difficult Enforcement Problem. 





cil composed of a representative for 
employers, one for labor, and an im- 
partial chairman; an attorney assigned 
by the NRA Litigation Division, and 
will have whatever special personnel is 
necessary. 

Progress in compliance was cited by 
Mr. Rosenblatt. He stated that on 
Dec. 8 there were 15,026 cases pending. 
involving alleged violations of wage 
and hour provisions, the total reflecting 
a decrease of 5000 cases which had 
been cleaned up. The number of trade 
practice violation cases pending was 
2740, the division having cleaned up 
about 300 cases. About one-third of 
the trade practice complaints con- 
cerned alleged price violations, another 
third alleged failure to file prices. The 
others chiefly related to rebates, etc. 
The largest number of complaints, 218 
for any single code, were in the retail 
solid fuel industry. In the labor cases. 
about 77 account for 87 per cent of 
such cases. About 30 per cent of the 
labor cases charge violations of the 
some 25 service codes, whose enforce- 
ment is the greatest compliance prob- 
lem before NRA. Many think enforce- 
ment of these codes is out of the ques- 
tion. For this reason there has again 
grown up a strong sentiment for entire 
abandonment of all service codes by 


NRA. 
Wage Restorations 


When NRA reconstructed its en- 
forcement agencies and made Mr. 
Rosenblatt the compliance and enforce- 
ment director there were 10,363 cases 
which had been pending for three 
weeks and on Dec. 15 the number had 
been cut to a little over 8000. From 
June 1, 1934, to Dec. 8, 1934, NRA had 
collected $1,468,047.03 in wage restora- 
tions, which were made to 60,167 em- 
ployes. In two weeks $152,042.01 was 
collected and restored to employes, 
tis sum excluding adjustment made 
by code authorities. 






Because of this drive NRA feels in 
a better position to push ahead with 
other broad revisions of. code _provi- 
sions. These will undoubtedly result 
from the hearings to begin Jan. 9, the 
first to cover price fixing and price con- 
trol. There is expected to be sharp 
changes in these provisions. In many 
codes they likely will be cut out en- 
tirely. The move in this direction was 
announced Dec. 17 and by some was 
believed to anticipate Congressional 
action, for there has grown up in- 
creased opposition to price fixing and 
price control. 

Chairman S. Clay Williams of the 
National Industrial Recovery Board 
previously in an address reflected the 
attitude of the board against price fix- 
ing and price control, with some excep- 
tions. He declared that when indus- 
tries police themselves for maintenance 
of hour and wage provisions they set 
up the best possible price fixing form- 
ula. The campaign to enforce these 
provisions is seen as a part of the pro- 
gram, to strike out price fixing and 
price control, which will include cer- 
tain kinds of cost accounting, except 
for certain types of industry. In the 
latter cases, Mr. Williams said govern- 
ment supervision and control would 
naturally tend to increase. There will 
be continued price fixing and price con- 
trol for natural resource industries and 
in cases of emergencies in other indus- 
tries. The announcement of the pol- 
icy has led representatives of numer- 
ous industries to see exceptions to the 
policy for their industries. It is quite 
probable many of them will find them- 
selves mistaken. Industry is going to 
be compelled to justify price control 
and price fixing and unless it makes 
a good case these features will be 
knocked into a cocked hat. They will 
be told to keep their own house in 
order and price control and price fixing 
will not be either desirable or neces- 
(Continued on page 60) 




















Efforts to Eliminate Wholesalers 


Cost U. S. A. $75 Billions in National 


N May 17th, 1920, or over 14 
QO years ago, according to gov- 

ernment and other statistics, 
a new experiment was launched in 
the distribution of merchandise. 
America had found a new way to 
distribute goods cheaply and at the 
same time save money for the con- 
suming public. 

The new way now proves to be a 
“2-times prime cost” distributing 
system with the middle-man (jobber) 
eliminated. Goods were to be de- 
livered from the producer DIRECT 
to the retail store in small hand-to- 
mouth dozen lot “drop shipments”, 
but invoiced at the former wholesale 
“car-load” lot cost. A difference of 
about eight billion dollars was to 
be saved and passed along to the 
consuming public each year by elimi- 
nating the jobber. 

In simple terms we were told that 
items then selling for $3.00 could be 
cut to only $2.00 and we could put 
the other $1.00 in stocks and bonds 
and live happily on the interest ever 
after. 

By the same theory, some folks 
are now pointing out that the con- 
suming public could save another 
eight to ten billion dollars annually 
by also eliminating the retail stores. 
That would set up a “l-time prime 
cost” distributing system. Goods 
could then be delivered DIRECT to 
the consuming public from the farms, 
mines and factories by mail order, at 
actual cost plus nothing. 

Like all untried new economic ex- 
periments, the consuming public 
usually suffers. The present 14-year 
experiment with the “2-time prime 
cost” distribution of merchandise, 
has already cost the American pub- 
lic over 40 per cent loss in wages 
and profits, or a grand 14-year total 


* General Manager, Lux-Visel, Inc., Elk- 
hart, Ind., in address before several 
Rotary and other Service Clubs. 
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Wealth During Past 14 Years 


This ‘‘2 Times Prime 
Cost’’ Chain Store 
Theory Represents 40% 
Loss in Wages and Profits 
and Has Thrown More 
Than 15 Millions Out of 
Work, Says Mr. Church, 
WhoFinds “Three Times 
Prime Cost’? (Manufac- 
turer to Wholesaler to 
Retailer to Consumer) 
the Only Sound Econ- 
omic Policy for This 
Country. 


By H. A. CHURCH * 


of over $75,000,000,000 loss in na- 
tional wealth and national income. 

It has thrown over 15,000,000 peo- 
ple out of regular employment and 
has deflated the value of real estate, 
wealth, gold and silver currency, by 
over 40 per cent less than normal. 
Even the house you ‘live in is worth 
40 per cent less than it was before 
America experimented with the 2- 
time prime cost theory. 

Instead of saving money for the 
consuming public, which this 2 times 
prime cost system was supposed to 
help, our federal, state, county, 
school and town governments must 
now go still further in’ debt by bor- 
rowing an amount equal to the eight 
to ten billion dollars cut in national 
income brought about by a cut in 
retail price. The increasing public 
debt must, of natural course, equal 
the tens of billions of dollars needed 
in the support of our unemployed 
and other projects. 

Every dollar saved by eliminating 
the middle-man has obligated the 
consuming public for double the 














amount. Every dollar borrowed for 
public need must be paid back with 
$2 in increased public taxes. The 
dollar we saved on the $3.00 pur- 
chase will cost us $2.00 in processing 
and sales taxes. Still there has been 
no concrete effort to stop the 2 times 
prime cost theory and drop shipping 
method. In fact, this destructive 
practice is still gaining according to 
sales reported by syndicates in the 
past six months. 

Now let us analyze the cause and 
apply the remedy, all of which be- 
comes nothing more than a problem 
of simple arithmetic. 

A Century of Progress has just 
been on exhibit in Chicago. For 
106 years, from the year 1814 to 
May 17, 1920, according to commer- 
cial history, with the exception of 
four short periods, our national in- 
come was close to “3 times” the value 
of our farm products, minerals and 
producing wages. 

Almost everything we possess; 
every highway, every railroad; every 
building, and all our national wealth 
was created under a “3 time prime 
cost” distributing system, and how 
can it be otherwise? 

Normally, there are approximately 
25 million prime producers in Amer- 
ica (the 1928 government figures 
quoted the total as 24,675,000. 

The same source of information 
quoted approximately 50 million 
non-prime producers including the 
housewife not otherwise engaged. 

Farmers, miners, factory workers, 
skilled labor and common labor rep- 
resented the 25 million prime pro- 
ducers . . . while bankers, brokers. 
merchants, government and railroad 
employes, sales, advertising and 
newspaper forces, real estate oper- 
ators and professional people, includ- 
ing school teachers, represent the 50 
million non-prime producers. 
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To give all of our people a living, 
we need a system of merchandising 
and distributing which provides rev- 
enue for wages for 25 million prime 
producers and employment revenue 
for 50 million non-prime producers. 
A ratio of at least 3 times prime pro- 
ducing cost to arrive at the retail 
selling price. 

Securing products direct from the 
manufacturer in dozen lot drop ship- 
ments at the jobber’s former whole- 
sale car-load lot cost, or less, elim- 
inates the distributor who happens 
to be a part of our population. 

Which means: A can of corn cost- 
ing 5c. to produce (prime labor and 
material cost) must retail for 3 times 
5 or 15c. . . . the distributing sys- 
tem that brings only 10c. per can 
(2 times prime cost) naturally de- 
prives someone of the third nickel 
as wages and makes unemployment. 

When you buy a $3.00 item for 
only $2.00, or 1/3 less, who loses 
the other $1.00 you saved . . . why 
you lose . . . when you did not put 
that dollar into circulation you cut 
national income from the public’s 
pocket book, and unfortunately the 
purchaser is part of the public. 

Statistics prove that approximately 
2% per cent of America’s products 
were distributed through the 2-time 
prime cost system in 1920. By 1929 
the practice spread to 2114 per cent 
and we had a grand stock market 
crash. By 1932 the 2-time prime 
cost system spread to 40 per cent 
which deprived almost 12 million 
people of their jobs (wages). As 
the practice spread to over 50 per 
cent of our goods this year, more 
millions of people were forced to 
join the unemployment classification 
and on August 15 last the unemploy- 
ment was reported 15,100,000 with 
half that number being supported 
through C.W.A., T.V.A., P. W. A., 
A.A.A., etc. This coming winter we 
will try to support some of our un- 
employed on a building project to 
be known as H.O.W. . . . How can 
we do it? 

It differs little on what standard 
we set the value of the dollar; money 
inflation could give only temporary 
relief; the 2 times prime cost dis- 
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tributing system could only force 
money values higher, regardless. 
The 2-time cost system makes it 
much more difficult to earn a new 
dollar and keep it. In fact, it ac- 
tually takes dollars out of circula- 
tion by cutting the retail price which 
in the end only cuts national income. 

For over 50 years, prior to 1920, 
the wholesale distributing system 
used their own capital and ware- 
house space to accumulate over 70 
per cent of the raw materials and 
finished goods produced annually 
from the farms, mines and factories 
in America. 

In terms of wages, this jobbing 
system provided over 9 months nor- 
mal pay for all farmers, miners and 
factory workers in America. 


Non-Circulating Capital 


This system also had a leveling 
influence on employment. Commodi- 
ties originating in the spring and 
summer months were accumulated 
by wholesalers for fall and winter 
needs, and vice versa. This obvi- 
ously included most of the food we 
eat and the clothes we wear, etc. It 
required the $18,000,000,000 whole- 
sale capital and credit to carry com- 
modities from one season to the next. 

Now with over 50 per cent of the 
middle-man’s capital and credit 
eliminated and not in circulation be- 
cause of the practice of shipping di- 
rect to the retailer in dozen lots in- 
stead, we have upset the entire 
economic structure of banking, dis- 
tribution and employment. 

Shall I illustrate further? Obvi- 


ously, 25 million families cannot 
support themselves and still elimi- 
nate 1/3 of their population by 
practicing a 2-time prime cost meth- 
od of distribution. Providing every- 
thing retailed was sold on that basis, 
our national income would shrink to 
less than 33 billion dollars annually 
and would obviously force 25 mil- 
lion people or 1/3 of our adult pop- 
ulation into the streets looking for 
employment that cannot be found. 

We will not now discuss why we 
cannot cut national income from 8 
to 10 billion dollars annually and 
still pay a 9 billion to 14 billion 
dollar tax burden for maintaining 
Governments and Schools, nor either 
can we pay taxes, debts and interest 
out of national income, if at 1/3 
less than needed to support our 1/3 
prime and 2/3 non-prime producing 
population. 

It is estimated that a normal 3- 
time prime cost system, even at the 
present wage level, would return a 
50 billion dollar national income 
and provide the first step to new 
prosperity. 

If we in America want to again 
enjoy new prosperity with its re- 
sultant modern homes and happy 
families . . . if we want to continue 
our Century of Progress, which we 
certainly do, then we must return to 
the 3 times prime cost system prac- 
ticed from the early pioneer days. 
through which system and practice 
America built every railroad, high- 
way, institution and all the wealth 
which we now claim to possess. 

It requires a 3 times prime cost 
method to properly support this na- 
tion, yet many manufacturers and 
not a few retailers still must think 
it’s good business to eliminate the 
jobber and BUY and SELL direct, 
when in reality it’s slowly forcing 
them out of business. 

No wonder the jobber went “hay- 
wire” for 13 years and who will now 
say that we can ever get permanent 
relief from this so-called depression 
until the wholesale jobbing system 
becomes more active and profitable 
through your protection and your 
support... through the public’s 
support. 
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Many Wholesalers and Retailers Express 
Appreciation for Hardware Age Directory _ 


and Catalog Edition 


Complete 
Norton, Va.—We beg to acknowl- 
edge receipt of and thank you for copy 
of directory or “Who Makes It?” We 
find the directory complete and have no 
doubt it will prove of assistance. 
Norton Hardware Co. 


Quite Useful 


CHILLICOTHE, OnIo.—We _ received 
our copy of the Directory and have 
found it to be quite useful. 

The Spetnagel Hdwe. Co. 


Used Frequently 


Witmincton, Det. — Acknowledg- 
ment is made of our copy of the Di- 
rectory or “Who Makes It?” 

We are glad to say that we make 
good use of same. It is filed in our 
Purchasing Department, and is used 
frequently, and we are appreciative of 
the opportunity to receive it. 

I. B. FINKELSTEIN, 
Vice-Pres.-Treas., 
Delaware Hardware Co. 


Quite Valuable 


Denver, Coto.—We have received 
copy of Directory or “Who Makes It?” 
issue of HarpwareE AGE, dated Septem- 
ber 27, 1934. We find that since we 
have gotten into the builders’ hardware 
that this issue is becoming quite valu- 
able, and we appreciate your forward- 
ing same. 

Hendrie & Bolthoff Mfg. & Supply Co. 


Proven Valuable 


OxLaHoMA City, Oxita.—We are 
just in receipt of our copy of the Direc- 
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Just Out 


tory or “Who Makes It?” and please 
accept our sincere thanks for same. It 
has proven very valuable to us in sev- 
eral instances. 


Miller-Jackson Co. 


Extremely Useful 


Denver, Coto—We acknowledge 
and thank you for your Directory which 
was received a short time ago. We find 
this Directory extremely useful and 
hope you will continue to get it out 
from time to time. 

J. H. SmncLeton, 
Manager, 
C. A. Crosta, Inc. 


Splendid Directory 
SprRINGFIELD, Mass,—I congratulate 
you on the splendid Directory Number 
of HarpwareE AcE which has just come 
to my desk. You have a nice volume 
of advertising and it is a very inter- 
esting and creditable book. Congratu- 
lations! 
Wo. B. Remincton, 
Wm. B. Remington, Inc. 


Complete in Every Detail 


Pitcairn, Pa.—We believe this copy 
of your Directory of HarpwarRE AGE 
is the best yet. More complete in 
every detail. 


M.. D. SALYARDS 


Near Perfect 
Reapinc, Pa.—I received the Direc- 
tory or “Who Makes It?”, and thank 
you. Am pleased to say, I have no 
suggestion to offer for improvement as 


I think it is as near perfect as it can 
be made and I know it to be of great 
value to every merchant or Hardware 
Dealer to find almost instantly any 
article manufactured and the address 
of those who make it. 


H. F. Hertzoc 


Very Valuable 


Boston, Mass.—We wish to advise 
that we have received your latest 1934 
copy of your HarpwareE AcE Directory. 

We are sure that this Directory will 
be very valuable to us the same as we 
have found it to be in the past. 

Chandler & Farquhar Co., Inc. 


Appreciated 


OLEAN, N. Y.—We find our copy of 
“Who Makes It?” very useful. We ap- 
preciate the time and care that was 
given in its preparation. 

A. E.. Ewine, 
President, 
Miller Hardware Co. 


Saves Time 


East Liverpoot, On1o.—We have 
received from the Harpware AGE the 
Directory referred to. 

This, we assure you, was very much 
appreciated, and it can be used to a 
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Telling 


very good advantage. We are sure it 
will save us time in locating manufac- 
turers of merchandise, particularly of 
articles which we do‘riot handle. 


Trotter Hardware Co. 


About Complete 


Wicuita Faris, Tex.—We received 
the Directory and appreciate it very 
much. So far as offering any sugges- 
tions, however, we feel that it is about 


complete. 
Noble Hardware Co. 


Of Great Importance 


Fort Wayne, Inp.—We consider the 
Directory or “Who Makes It?” Issue 
of Harpware Ace, dated September 
27, 1934, of very great importance, and 
I am sure that it will be very beneficial 
to us as there isn’t a day that I am at 
my desk that someone in our organiza- 
tion does not refer to this book, and 
we hope that you will continue putting 
out the “Who Makes It?” issue at least 
twice a year. 

O. M. Woops, 
Merchandise Manager, 
Wayne Hardware Co. 


Fills the Bill 


Marietta, On10.—We use the Direc- 
tory most every day, and find it a won- 
derful help. Thanking you for the last 
issue just received a short time ago. 
As to who makes it in most cases the 
Directory fills the bill. 

The Union Hardware Co. 


Use It Every Day 


Wirxkinspurc, Pa—We have re- 
ceived the “Who Makes It?” and have 
it on our desks and use it every day. 
It is a very good guide to who makes 
it firms. We appreciate it and thank 
you for the issue. 

Cuas. W. WaLMER, 
Chas. W. Walmer Hardware Co. 


Very Helpful 


GarrnEy, S. C.—We wish to ac- 
knowledge receipt of the “Who Makes 
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It?” Issue of the HarpwareE AcE and 
wish to express our thanks for this 
issue. We are sure that it will be very 
helpful in many ways. 

Smith Hardware Co. 


Very Valuable 
Bancor, Matne.—This will acknowl- 
edge receipt “Who Makes It?” Issue of 
HarpwareE AGE for which please ac- 
cept our thanks. We no doubt will find 
this very valuable to us in the future. 
J. O. MEADE, 
Manager Bangor Branch, 
Chase, Parker & Co., Inc. 


A Big Help 

NesrasKaA City, Nes.—Your Direc- 
tory, or “Who Makes It?” at hand, 
many thanks. I think it is about as 
complete as it can be made. It is a big 
help in the hardware trade. I can’t 

see where it could be improved. 
Henry F. MEYER 


Use It Often 


Sioux Fatis, S. D.—This is to ac- 
knowledge receipt of your Directory. 
We appreciate receiving it. The infor- 
mation contained therein is very valu- 
able and we will keep it handy and 
use it often. 

E. H. ScHLvueter, 
Sales Manager, 
Larson Hardware Co. 


Used Daily 
Houston, Texas.—I wish to assure 
you the Directory is very useful indeed 
to our Purchasing Department. It is 
in use every day and we should hate to 
have to get along without it. 
D. D. PEpEN, 


Pres. and Treas., 
Peden Iron & Steel Co. 


A Good Book 
Lorain, Onto.—Received the Direc- 
tory and like it very much. It is a good 
book to refer to and we make good 


use of it. 
Lorain Hdw. Co. 


— = WA Wanner 


Most Convenient 


Baton Rouce, La—We have re- 
ceived the Directory and like it very 
much. We have not had time to go 
through it as thoroughly as we would 
like to have done; however, in the few 
references we have made so far, we 
have found it is most convenient and 
very easy to locate the items which we 
were interested in. 

Joun K. Dyer, 
Doherty Hardware Co., Ltd. 


Will Refer Often 


Watertown, N. Y.—We have looked 
over your new Directory and find it 
very complete, and we are sure we will 
have an occasion to refer to this a great 
many times in the future. 

H. J. Yooer, 
Vice President, 
W. W. Conde Hardware Co. 


Hardware Encyclopedia 


PittsspurcH, Pa.—We believe that 
your Directory or “Who Makes It?” is- 
sued on Sept. 27, 1934, is the most 
complete issue of its kind that we have 
ever seen. We would not know how to 
suggest anything to you at this time as 
to how you could improve your subse- 
quent issues. 

Thank you for our copy of this very 
useful hardware encyclopedia. 

J. Bratt, 
Manager Purchasing Dept., 
J. A. Williams Co. 


Very Complete 


WHEELING, W. Va.—We wish to take 
this opportunity to thank you for the 
Directory or “Who Makes It?” 

Think the book is very complete al- 
though we have not had the time to 
go over it thoroughly. 


H. Kalbitzer & Son 


Much Appreciated 


Detroit, Micu.—We are in receipt 
of the Directory and find same very 
useful in our business, and assure you 
that it is much appreciated. 

Stirling-Blachard Hdw. Co. 
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Farmers Are Fixing Up 


By J. M. WITTEN 


Associate Editor, Hardware Age 


MARKED increase in farm 

and home building moderniza- 

tion shows that farmers are 
utilizing the Modernization Credit 
Plan or Title I of the National Hous- 
ing Act. Borrowing sums averaging 
about $500 a family, farmers are 
using the money to repair, rebuild and 
otherwise improve their homes, barns, 
out buildings and equipment. Re- 
ports from cooperating banks, deal- 
ers, and first hand observations on 
farms in various parts of the East, 
Middle West and near far West, show 
farmers are again “fixing up” their 
places, with prospect of greater ac- 
tivity during the coming spring and 
summer. 

The list of work done during the 
fall and winter to date includes not 
only seasonal requirements such as 
painting, roofing and installation of 
heating plants, but also remodeling 
and enlarging homes, installation of 
water, bath and electric light and 
power facilities, deepening or drill- 
ing new wells, erecting wind mills, 
building silos and remodeling barns 
to handle livestock more efficiently. 

The generally improved financial 
condition of the farmer in most sec- 
tions, despite current obligations, is 
responsible for his renewed interest 
in the state of his home buildings and 
equipment. With prospects brighter 
than they have been in years, business 
houses and manufacturers who deal 
largely with farmers expect greatly 
increased building during the coming 
year. They base their optimism on 
surveys they are making of the rural 
field as a gage for spring business. 
Banks and other financial institutions 
are receiving an increasing number 
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of applications for loans for farm 
properties improvement. 

Pearl French of Mora, Minn., who 
has a 30-acre farm, has a State loan 
on the farm as well as a mortgage. 
An increasing family made a larger 
home necessary, but owing to the 
mortgages he could not borrow to 
build. When he learned of the Fed- 
eral Housing Administration plan, he 
obtained a loan of $600 with which 
he converted his two-room home into 
a six-room modern farm residence. 
The loan was the first of its kind to 
be made to a farmer in the State. 

Andrew Olson, dairy farmer of 
Brook Park, Minn., was in the hos- 
pital when the drought hit his com- 
munity. Hand-pumping water for his 





herd from a shallow well proved too 
much for his wife. A local dealer, 
learning of the situation, procured a 
loan for the farmer under the terms 
of the National Housing Act and used 
the money to provide a windmill for 
him. 

Theodore F. Coleman, city mail- 
man of Springfield, Ill., has a 20-acre 
farm which he rents on shares. The 
farm home was badly in need of re- 
pairs Local contractors submitted 
plans for remodeling the house into 
a modern four-room dwelling, with 
a modern heating plant and bath 
room. Coleman had the necessary 
money in the bank, but he obtained a 
loan on the easy terms and low cost 
which are possible through the oper- 
ation of the National Housing Act. 
He gave as his reason, “because if I 
used my own funds I might not put 
back the money in the bank, but this 
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With FHA Loan Funds 





The generally improved financial condition of the farmer is reflected in renewed 
interest in buildings 


way I have a definite payment to make 
each month and will meet it.” 

Paul Bailo, truck and general 
farmer in the vicinity of West Spring- 
field, Mass., had a poor crop year, but 
milk and hog money put him in bet- 
ter financial condition than a year ago. 
With a steady monthly income from 
dairy products, Bailo felt he was able 
to give his house some needed atten- 
tion. He borrowed $500, using the 
money to build a new service porch, 
repair the front porch, paint the 
house, plaster the living room ceiling 
and decorate two rooms. The lawn 
was also graded and seeded. 

George Strickland, livestock farmer 
of Dysart, Iowa, has a mortgage on 
his place, payments on which made it 
impossible to meet the requirements 
of the company which had financed 
the purchase of an electric light plant. 
The finance company wanted the note 
paid off in 12 months. Mr. Strick- 
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land felt he could not meet the terms, 
so he applied to the bank. The Hous- 
ing Act made it possible for him to 
borrow the needed sum from the local 
bank on a two-year note, with pay- 


ments becoming due at periods when 
his farm income reaches its peaks. 

B. F. Lyons of Clearwater, Minn., 
borrowed $150 under the terms of the 
National Housing Act to deepen his 
well. Last year the shallow well, 9 
feet deep, went dry. Dairying is his 
major line and he had to haul water. 
Now the well is 62. feet deep and he 
has had plenty of water. 

Failure of his corn and hay crops 
left George Abeln in a bad way for 
feed. He was seriously thinking of 
selling off.half his herd of 15 head, 
but when he learned they would bring 
little or nothing, he decided to borrow 
money under the terms of the National 
Housing Act and put up a silo. He 
built a 12 ft. by 20 ft. tile silo, with 
5-foot pit, placing it near a little used 
barn which has been repaired. 

Abeln says he now has ample feed 
for his herd until Spring pastures, and 
the difference in what he would have 
obtained for his cows and what he 
would have to pay to bring up the 
herd just about makes the silo pay 
for itself in a single season. Milk 
prices are good and he has enough 
grain to carry him through the win- 
ter, thanks to turning his corn and 
stover into silage. 





Selling is Boy’s Work for W. R. Low 


MERE boy can sell hardware 
Aw the farmers of the corn belt, 
- MX now that they have been get- 
ting their 45-cents per bushel corn 
loans, and are feeling more prosper- 
ous again. 

W. R. Low, farm implements and 
hardware at the little town of Sloan, 
Iowa, a village of 636 inhabitants, 
says: 

“The merchant who isn’t getting 
the business now has himself to 
blame, because, believe me, it’s here. 
The only regret I have is that 
THERE AREN’T MORE OF ME. I 


can sell goods about as fast as I can 


get around to see people, but I am 
alone here in the store, and I have 
to be here most of the time. 

“If you don’t think a kid can sell 
the stuff now, look at my boy. He 
is just out of high school. I wanted 
to see if he would ever be any good 
in the business, so I put him out 
among the farmers four weeks ago to 
canvass for washing machine and 
radio sales. In those four weeks the 
kid sold six washing machines and 
16 radio sets. Sixteen radio sets in 
four weeks is an average of four a 
week, and that just shows how hot 

(Continued on page 62) 
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ADVANCES BECOMING EFFECTIVE 


Jedd. 





Tacks C Ss 
Lead 
Tack Staples 


Sterling Silverware 
Double Pointed Tacks 


DECLINES BECOMING EFFECTIVE 


Sharpoint Wire Cobblers’ Nails 
Agricultural Tool Handles 

One and Three Piece Scythes 
Lamp Chimneys 


ADVANCES BEING ANTICIPATED 


Tackle Blocks 
Silver-plated Ware 


Auto Tires 


Recent price movements in the 
hardware field have been moderate, and 
somewhat less numerous, but the trend 
is more generally upward than in sev- 
eral months. Makers of asphalt roll 
roofings quote zone 2 prices on 75 Ib. 
mineral-surfaced at $1.93 per square, 
and 85 lb. at $2.11 per square. It is 
the intention to abandon the 75 Ib. 
weight in the near future, and to raise 
the 85 lb. standard to a new 90 Ib. 
weight, per square. On general roofing 
and shingle products, the manufactur- 
ers now guarantee against any decline 
in their published prices, up to June 
30, 1935. 


* * 


Leading tack manufacturers 
have restored the schedules effective 
October 16, 1933—an advance rang- 
ing as high as 15 to 20 per cent. On 
double pointed tacks and tack staples 
the price schedule of October 30, 1934, 
is reinstated, netting also an advance 
on these items. 

* * * 


Chas. F. Baker & Co., Boston, 
on December 11th issued reduced quo- 
tation sheets on their Sharpoint wire 
cobblers’ nails. The 4%-pound papers 
in iron are down 2 cents per dozen, 
and in brassed finish down 3 cents 
per dozen. The 14-pound papers are 
reduced 4 cents per dozen on the iron, 
and 6 cents per dozen on the brassed. 
Freight allowances are unchanged. 
The factory comments: “The above 
reduced prices are very low and we 
advise immediate purchases. No guar- 
antee against advance or decline.” 

* * * 


The recent advance on automo- 
bile tires is followed by persistent 
rumor that tire prices must again ad- 
vance. This is partly confirmed in a 
recently published statement of Paul 
W. Litchfield, president of the Good- 
year Tire and Rubber Company, that 
a higher schedule may be expected 
shortly. Mr. Litchfield mentioned that 
crude rubber has advanced approxi- 
mately 400 per cent during the past 
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two years, while tires have increased a 
net of only ten per cent. 
* & *# 

Prices on lead have been head- 
ing gradually upward in recent weeks. 
The American Smelting and Refining 
Company advanced the price 10 points 
on December 14th, and again 10 points 
on December 17th to 3.70 cents per 
pound at New York. Tin and copper 
prices are steady. 

* & & 

While prices on the leading steel 
products have been reaffirmed for the 
coming quarter, merchants may be in- 
terested in a review of the leading ad- 
vances during 1934, which are sum- 
marized by The American Metal Mar- 
ket, in dollars per net ton: 


ET ee eee .. $1.00 
Plates, shapes and strips.... 2.00 
DE <\. 6hentaeueneeene-ebeet 5.00 
Nails 5.00 
BE caiweeesccus Ra a aE 3.00 


Tin plate has not changed since its 
last advance on December 1, 1933. 
Some stiff advances were made in 
April, but only the advances in wire 
products and pipe held fully, reduc- 
tions occurring in July on the other 
products, by which half, or more, of 
the average advances were taken off. 
Some steel products may be too low 
priced, but conditions in the past sev- 
eral months have not been propitious 
for making advances. The steel trade 
needs adjustments rather than a hori- 
zontal advance. Some products are 
much lower than others, relative to 
costs, and costs vary more widely in 
some products than in others, accord- 
ing to the rate of operation. 
* * * 

Resale prices on Capewell horse 
nails were misquoted in an item ap- 
pearing on these pages in our issue of 
Nov. 22, 1934. The correct resale 
prices to consumers, as suggested by 
the Capewell Horse Nail Co., Hartford, 
Conn., are: Less than 25 lbs., List; 
25 lbs., or more, but less than 100 lbs., 
10 per cent discount from list, and 100 
Ibs., or more, 10 and 5 per cent dis- 
count from list. 


Efforts are being made by manu- 
facturers of BX armored cable to re- 
store the price levels which preceded 
the drop in October, but the outcome is 
as yet uncertain. The low prices re- 
cently ruling are considered too close 
for comfort by the makers. 

> 2 * 


A general advance on common 
stepladders was made early last month, 
averaging about 10 to 12 per cent. 
Prices were unchanged on long ladders 
and extension ladders. The new sched- 
ule is expected to go into full force at 
the first of January. 

* & & 


Comment regarding plumbing 
equipment sales is made in an inter- 
view with Walter J. Kohler, president 
of the Kohler Company and former 
governor of Wisconsin, as follows: 

“The home modernization program 
has helped the plumbing fixture indus- 
try, which I should say at present is 
running at 15 to 20 per cent of norma! 
as against 10 per cent of normal at 
the low point. Our own company’s op- 
erating rate is about in line with that 
for the industry.” 

& * * 


Cold-weather motor oil recom- 
mendations for the newer model cars 
have recently been changed to S.A.E. 
No. 10 and S.A.E. No. 20, from slightly 
heavier oils. This is the first season 
there has been a trade demand for 
S.A.E. No. 10 oil, and dealers will 
surely have need for carrying this in 
stock. Jobbers are reliably informed 
that, owing to the great demand for 
light oils, there is already an acute 
shortage of light Pennsylvania. There- 
fore, they are recommending that deal- 
ers order at once, so that they may be 
prepared to take care of the new cars 
which are coming out now or soon. 

* * * 


Agricultural tool handles were 
sharply reduced last month from the 
1935 opening schedules first § an- 
nounced, due, it is understood, to a 
competitive situation. The drop on 
long handles (fork, hoe, rake and long 
shovel) was about 18 per cent, and the 
decline on D handles averaged about 
10 per cent. A similar situation which 
developed after the opening of the sea- 
son’s selling has resulted in a reduc- 
tion on three-piece scythes of $1.00 per 
dozen, and on one-piece scythes of 
$1.50 per dozen. 
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Manufacturers of sterling silver- 
ware are making a general advance of 
about 15 per cent in all prices, effec- 
tive Jan. 1, due, it is said, to the sharp 
rise in quotations on silver bullion. 
Distributors expect that this increase 
will be also refiected by an early 
change in quotations on silver-plated 
ware. 

a * * 

On tackle blocks, an effort is 
being made to establish more generally 
(as of January 1, 1935) the policy ob- 
served during last year by one or two 
of the manufacturers—in establishing 
a uniform price sheet for retailers. It 
is not certain that this plan will be 
followed by all makers, but rather gen- 
eral approval has been reported. Prob- 
ably any changes in prices will be 
slight, though there is some expectation 
of a small advance. 

* * x 


Lamp chimneys, of the best-sell- 
ing styles and sizes, have been marked 
down 20 to 25 per cent, as the result 
of price disturbance following the en- 
trance of several new makers into the 
field. This is thought to be a tempo- 
rary condition, as the reduced sched- 
ules are claimed seriously unprofitable. 

* & & 

Not for years have the hardware 
stores experienced so bustling and sat- 
isfying a Christmas season. Since the 
early winters of the business decline, 
and in some cases since 1928, there 
has been no such free-handed and 
wide-spread shopping spirit as per- 
vaded the weeks of middle and late 
December. Much mention is made that 
large value items were in unexpected 
demand, and that apparently more 
money was available to be spent. Peo- 
ple seem to have come closer to meet- 
ing their Christmas wants than in any 
recent season, and there is every sign 
that their confidence as to the future 
is better established. 

a * * 

Toy sales have been estimated 
at an average of 20 per cent ahead of 
a year ago, and wholesalers received a 
larger volume of reorders during the 
later weeks than for any comparative 
period in the last four years. In some 
lines, particularly the wheeled and me- 
chanical toy divisions, the totals of 
1929 have been exceeded. A number 
of hardware stores have decided, as a 
result of recent selling, to tie in a year- 
round stock of toys and gift goods with 
their other established departments. 
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Bicycles, radios, furniture, and electri- 
cal conveniences of every nature have 
had a complete sell-out in many places, 
and last-minute shortages in jobbers’ 
stocks have given further testimony to 
the unexpected demand. 

* & 

Other lines of retailing, where 
“consumer goods” are involved, have 
reported the same freedom of spend- 
ing. Dun & Bradstreet placed Decem- 
ber retail trade for the country as a 
whole sharply above the previous 
month, and 20 to 30 per cent above 
December, 1933. Wholesalers of dry 
goods and furnishings estimate Decem- 
ber shipments at least that much ahead 
of those of a year ago, with a steady 
flow of new orders for current needs. 
Grocers and food stores have had one 
of the best months of the year, with 
shipments exceeding those around the 
Thanksgiving season. A heavy volume 
of orders was received for imported 
food specialties and other luxury 
goods. 

* * * 

The largest general retail gains 
were reported in the south and south- 
west, where Dun and Bradstreet’s find 
that sales rose 20 to 40 per cent above 
last year’s. In the middle west gains 
of 15 to 20 per cent were recorded, 
with 30 to 40 per cent reached in in- 
dustrial centers, where employment has 
broadened since the start of the month 
and where bank payoffs have been 
large. Collections in all districts are 
said to be at a very satisfactory level. 

* & 


Major business barometers for 
the country pointed more favorably 
during the mid-December weeks. Re- 
ports of steel production, movement of 
railway freight, and production of elec- 
tric power, all showed exceptional 
gains for this season. Steel produc- 
tion, which usually declines in the last 
few weeks of the year, has increased 
for the ninth successive week, and was 
last estimated at about 3514 per cent 
of capacity, the best since June. For 
the second successive week, freight 
loadings (579,935 cars) were well 
above 1933, and ahead of the preced- 
ing week. Total loadings for the year 
to date amounted to 29,812,579 cars, 
compared with 28,233,823 in the corre- 
sponding period of last year, and 27,- 
280,141 in 1932. Production of elec- 
tric power during the Dec. 15 week 
reached a new high level for the last 
four years, with an increase of 1.4 per 


cent over the preceding week and 714 
per cent above a year ago. 
* & # 


Daily average crude oil produc- 
tion advanced for the third consecutive 
week, with the rate exceeding that of a 
year ago. Orders for lumber were 
somewhat heavier than for the previous 
week, but shipments were lighter, and 
production about unchanged. Automo- 
bile production rose approximately 40 
per cent from the number turned out 
during the week preceding. Produc- 
tion of plate glass has been rising 
lately, and safety glass output is con- 
siderably higher. Schedules at window 
glass plants are unchanged, even 
though recent demand has been 
strengthened by the projected and ac- 
complished increase in prices. 

* * * 

In general industrial operations 
the more-than-seasonal uptrend is gain- 
ing, with improvement notably in 
building materials, plumbing supplies, 
automobiles, farm equipment, textiles, 
and shoes. The demand for thése lines 
is coming not only from areas where 
government expenditures have been 
heavy, but factory activity is expand- 
ing in nearly all parts of the country. 
In a number of industries plant en- 
largement and equipment replacement 
have been in progress for many 
months, as realization has grown that 
better things are ahead for next year. 

x * * 


Rather concrete proof of grow- 
ing business revival is provided by the 
lengthened ‘selling season of 1934 auto- 
mobiles, even when the 1935 models 
have been on the verge of appearance. 
True to their tested policies, manufac- 
turers’ quotations on some of the low- 
priced cars may be reduced for the 
new season. Nearly all of the leading 
producers have set their schedules 
above those of 1934, and sales for 1935 
are estimated conservatively at 3,500,- 
000 cars. 

* * * 

Hopes for 1935 hinge to a con- 
siderable extent on the drive to revive 
building. The report of November 
contracts was disappointing. Contracts 
let in the 37 eastern states for the 
month, according to F. W. Dodge Cor- 
poration, amounted to $111,740,800, 
compared with $162,340,600 in Novem- 
ber of last year, and $135,224,800 for 
October. All divisions, including resi- 
dential, industrial, and public build- 
ing, declined materially. 
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October factory shipments of 
washing machines by members of the 
American Washing Machine Manu- 
facturers Association, which represents 
most of the industry, brought total 
shipments for the first ten months this 
year to the largest level for any like 
period in the industry’s history, as well 
as slightly above the total for any pre- 
vious full year. In October, factory 
shipments totaled 106,875 washers, 
against 104,589 in September and 
111,165 in October, 1933. Shipments 
for the first ten months were 1,088,- 
715 units, against 900,384 in the like 
1933 period. In all of 1929, the in- 
dustry’s previous peak year, 1,083,000 
units were shipped. Shipments for 
the full year 1934 are expected to 
reach close to 1,250,000 units, as 
against 1,028,000 in 1933. 


&® 2 


Electric refrigerator sales vol- 
ume in 1935 will exceed this year’s 
all time record by 40 per cent, accord- 
ing to Howard E. Blood, president of 
Norge Corp., Detroit, manufacturers of 
Rollator refrigeration and other home 
appliances. Mr. Blood bases his es- 
timate on a Norge survey of 1935 buy- 
ing intent among 23,012 consumers, 
which has just been completed. Find- 
ings indicated that 40.3 per cent of 
non-owning families expect to buy an 
electric refrigerator in 1935, which 
points to a probable 1935 volume of 
2,214,806 refrigerators. The estimate 
is deemed conservative because of the 
helpful marketing influence of the 
Federal Housing Act, which now per- 
mits loans to be made for the purchase 
of electric refrigerators. 


* * * 


Farm implement makers have 
found their operations immeasurably 
helped by the higher grain prices, 
AAA processing tax payments and the 
easing of the farm mortgage debt bur- 
den which have improved the lot of 
the American farmer during 1934. 
While still far below normal, it is 
probable that domestic farm implement 
sales this year will better last year’s 
record by at least 80 per cent. The 
low point was reached in 1932 when 
the sales index number for the indus- 
try stood at 29.9 per cent of the 1925-9 
average. In 1933 the percentage rose 
slightly to 30.6; this year it will be 
well over the 50 per cent mark. 

* * * 


A gain of 75 per cent in re- 
frigerator shipments to customers dur- 
ing November is reported by the Kel- 
vinator Corp., Detroit. H. W. Burritt, 
vice-president in charge of sales, saw 
in this increase of sales volume an in- 
dication that the present Christmas 
season will be an unusually good one 
for American business. 
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Reflecting the increased demand 
for money in the business revival, cur- 
rency circulation at the end of Novem- 
ber was $5,548,797,000, a new high 
level since the end of December, 1933, 
and a gain of $95,000,000 for the 
month. It is believed that the No- 
vember circulation gain and additional 
increases expected during December 
reflect an actually better demand for 
money for every-day business purposes. 

* * * 


Mortgage financing under title 
II of the National Housing Act is be- 
ing made more generally available. 
Approval had been given by the Fed- 
eral Housing Administration to appli- 
cations of 173 financial institutions in 
all parts of the country as mortgagees 
prior to Dec. 10. Applications from 
69 other institutions are pending and 
340 requests have also been received 
for application blanks. 

* * * 

Retail sales in the U. S., as re- 
ported by the Census Bureau, totaled 
$25,037,225,000 in 1933. This reflects 
a drop of 49 per cent from the last 
previously reported figure, that for 
1929. The figure does not reflect the 
further increase in retail sales which 
has continued during 1934, but a con- 
servative estimate of the Census 
Bureau places the anticipated retail 
sales volume for 1934 at approximately 
$28,000,000,000. 


* * * 


Demand for steel sheets has in- 








NEW and unusual plan was 
Aen used by the Pettee 
Hardware Store in Capitol 

Hill, a suburb of Oklahoma City. 

It was an “auction currency” 
plan of several merchants of the 
suburb who issued “currency,” it 
being in denominations from 25 
cents to $5. Each dollar spent 
with the shop entitled the cus- 
tomer to a dollar’s worth of the 
“currency.” 

Once each month public auc- 
tions were held at which partici- 
pating merchants each contri- 
buted merchandise — customers 
bid for the merchandise with the 
“auction currency.” 











creased both from the automobile in- 
dustry and from smaller buyers, the 
latter increase being perhaps the more 
important. As November closed the 
sheet mills were averaging an opera- 
tion of about 40 per cent, representing 
a gain of nearly if not quite ten points 
in a month. More than any other form 
of steel, this increase reflects a lot of 
places where better operations, in mis- 
cellaneous manufacturing, are under 


way. * * * 


Manufacturers of electric re- 
frigerators have completed plans for 
launching 1935 sales campaigns and 
will offer new lines to the trade im- 
mediately after Christmas, according 
to a check-up among several produc- 
ers. The majority of companies will 
display new models in January, with 
a few delaying announcements until 
the following month. 

* & % 


Montgomery Ward & Company, 
on December 6th, announced that it 
had advanced tire prices in all of its 
stores “where competition permits 
such action.” The increases now are 
in effect in most of the company stores 
and put prices approximately on the 
same level as those of Sears, Roebuck 
& Company, at a 10 to 12 per cent dif- 
ferential under the recently advanced 
“regular” prices of the tire industry. 
Sears announced a general advance on 
November 19th, and it is understood 
that Montgomery Ward took action at 
approximately the same time, but that 
no blanket order was given. Instead, 
it was left to each store to determine 
the time and amount of increase, in 
accordance with action of other tire 
dealers in that locality. 

*% * * 


A pronounced swing toward op- 
timism is being shown by the metal 
industries of New England, according 
to D. A. Nemser, metallurgist of the 
International Nickel Company, who 
spoke at a special metals meeting in 
Boston recently. : 

“About a week before election day 
I started a trip which has taken me 
into metal working plants from Stam- 
ford, Conn., to Claremont, N. H.,” Mr. 
Nemser reported. “In the great ma- 
jority of instances the executives with 
whom I have talked have been dis- 
tinctly more optimistic than they were 
last summer. Apparently this change 
in feeling developed toward the end 
of October. 

“This is nationally significant be- 
cause New England is one of the coun- 
try’s great workshops, with a produc- 
tion range from machine tools, textile 
equipment and shoe machinery in the 
durable goods group, to small tools 
and jewelry.” 

(Continued on page 66) 
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‘More Fishing—More Business 


\ \ 71TH all the many editorials 
that have appeared in news- 
papers, trade, business and 
general magazines, about the phases 
of the National Recovery Act having 
a wholesome effect upon the sale of 
fishing tackle, the trade appears still 
to be groping for the cause of the up- 
ward trend in tackle-buying expe- 
rienced in 1934, 

Many buyers have asked me why 
this sales increase occurred and if it 
will continue next year. I believe it 
will. It is my opinion that this up- 
ward surge has nowhere near reached 
its peak. In some localized phases I 
may be wrong, but I am confident 
enough in what I have learned about 
this market during the past 50 years, 
to believe we are going to enjoy a 
continued improvement in the sales 
of fishing sports equipment. 

I think fishing tackle in 1935 and 
in several subsequent years—barring 
some unforeseen catastrophe, is going 
to be more and more in demand. I 
base this deduction on the simple 
fact that more and more people are 
finding more and more time, and 
more and more urge to go fishing. 

People want to go fishing just as 
you and your father and your grand- 
fathers wanted to go. The new as- 
pect is that a shorter week and more 
leisure time now permits them to find 
expression in this king of sports. 

John Jones, who has wanted to go 
fishing every Saturday and Sunday, 
has just now found it possible to 
gratify that ambition. Our job is to 
think about John. If you'll tell me 
how fishing is going to be in 1935, 
I'll tell you what you may expect in 
fishing tackle sales. John will have 
leisure for fishing—he will have 
money to spend and if we capitalize 
on these conditions we will make 
money. 


The drought of 1934 did compara- 
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In 1935" 


By ERNEST A. PFLUEGER 


President, The Enterprise Mfg. Co. 
Akron, Ohio 


ERNEST A. PFLUEGER 


tively little damage to fishing. Here 
again we are dealing with tangibles. 
However low streams went, few that 
contained fish were actually dried up. 
And while the drought did the fish 
no good, it did not do them a great 
deal of harm. Certainly it brought 
about no crisis in the supply. That 
helped sales, too—and it will help 
them again next year. 

As long as we can manage to main- 
tain a practical supply of fish to be 
fished for, I don’t think we need be 
greatly disturbed about our market. 
If that supply ever diminishes—which 
I doubt—our market will go with it. 
Until that remote time, I expect fish- 
ing to expand its followers from year 
to year. 

Increasing congestion in cities is 
making people who live in them long 
more and more for the outdoors. 
Until, as I have remarked, this N.R.A. 


came along with its greater-leisure 





provisions, that longing while a very 
definite condition could not be ful- 
filled. Now it can. And so more 
people have gone fishing this year. 
More and more of them, I think, will 
go fishing in future years, because 
the congested living conditions and 
working conditions which I have 
mentioned become increasingly con- 
gested, hence the urge to get away 
from them, if only at intervals, be- 
comes stronger and stronger. 

Millions of these people will not 
immediately become fishermen. That, 
of course, is understood. They will 
simply go out first on automobile 
trips, perhaps golf, picnic, go swim- 
ming or what not. But as they be- 
come closer to nature they will, if 
they are thrown into contact with it 
or otherwise attracted, become imbued 
with the fishing fever. It always 
works out that way. And so our past 
problem, if we have had a problem, 
has not been so much one of interest- 
ing people in the outdoors on fishing, 
it rather has been the dual problem of 
providing a stock of fish and getting 
people out of the cities. 

This is now considerably changed. 
We still must look to our fish supply 
—and that more energetically than 
ever. But as we may now regard 
our prospects as being, at their desire, 
in the outdoors (certainly they may 
go there now, as they have the time 
for it, it becomes necessary, because 
of certain new factors which will be 
explained, to seek their fishing in- 
terest. 

These new factors are somewhat, 
broadly speaking, competitive to us. 
They represent the sudden growth of 
all sorts of leisure—time attractions 
that have sprung up on the highways 
and byways to draw the attention— 
and dollars—of these newly-released 
workers. I note that new field sports 

(Continued on page 58) 
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Recovery Board Hearing on Price Fixing 
in Washington, D. C., on Jan. 9 


The National Industrial Recov-¢ 
ery Board has made arrange- 
ments to hold a general hearing 
beginning January 9 at 10 a. m. 
in the Auditorium of the Depart- 
ment of Commerce Bldg., Wash- 
ington, D. C., on the subject of 
price fixing provisions of codes 
of fair competition. W. A. Harri- | 
man, administrative officer, Na- 
tional Industrial Recovery Board, 
has announced that this is in- 
tended to be the first of a series 
of hearings on the operations of 
major code provisions. 

The announcement reads in | 
part: “An opportunity to be 
heard (either in person or by | 
duly appointed representative | 
either by appearance or by send- 
ing a written or telegraphic state- 
ment) and to present any rele- 
vant facts, experience under 
codes, other materials, analyses, 
and suggestions will be given to 
persons or groups who can show 
a substantial interest as members 
of industry, workers, employees, | 
consumers or otherwise, in the 
effect of the proposal. 

“Those wishing to be heard 
must comply with the following 
requirements: (1) a written or 
telegraphic request for an op- 
portunity to be heard must be | 
filed before noon on Tuesday, 
Jan. 8, 1935, with the National 
Industrial Recovery Board, De- | 
partment of Commerce Bldg., 
Washington, D. C.; (2) such re- | 
quest shall state the name of (a) | 
any persons seeking to testify in | 








SAN FRANCISCO KETTLE 
CLUB ELECTS OFFICERS 


G. C. Gillan, Gillan Sales Co., 
was recently elected president ef 
the San Francisco Pot & Kettle 
Club. W. B. MacDonald, Hall- 
enschide & MacDonald and Hugo | 
Augustson, Sloss & Brittain, 
were named vice-presidents. Fred | 
Wigmore, Hughson & Merton, | 
was elected treasurer and Osgood | 
Murdock, Implement Record, was | 
named corresponding secretary. | 
Walter Stone, W. P. Horn Co., | 
is the new recording secretary 
and E. B, Happoldt, Ox Fibre | 
Brush Co., is publicity director. | 
Paul S. Neumann, American Fac- 
tors, Ltd., is chairman of the 
board of directors. 
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| tion, 


the hearing and (b) the persons 
or groups whom he represents; 
(3) at the public hearings all 
persons are regarded as witnesses 
and should confine their oral 
presentations to factual state- 
ments of pertinent experiences 
under codes, and other relevant 


| material, without argument as 


far as practicable and (4) in the 


| discretion of the chairman of the 





VAN CLEEF BROS. NAME 
NEW ENGLAND AGENTS 


The Service Sales Corp., Boston, 
Mass., has been appointed New 
England representative of Van 
Cleef Bros., Chicago, Ill., manu- 
facturers of Dutch Brand rubber 
and chemical products. For the 
convenience of customers the Ser- 
vice Sales organization will carry 
a complete stock of Dutch Brand 
Products at its warehouse 52-54 
Brookline Ave., Boston. 


PANHANDLE ASSN. SETS 
CONVENTION DATES 


C. L. Thompson, Canyon, Tex., 
secretary -treasurer, Panhandle 
Hardware & Implement Associa- 
has announced that the 
twenty-sixth annual convention 


| will be held Feb. 4 and 5. The 


convention will meet in Amarillo, 
Tex., with headquarters at the 
Amarillo Hotel. 








Antico, Wis.—Please publish. 


Harpware Ace, Oct. 25, 1934. 


Prohibition. 
codes. 


power to him. 





“What We Need” 


Codes, codes, to hell with codes. 


Pussyfoot Johnson lost an eye in England on account of 


What we need are more men like J. E. Woodmansee. More 


Enclosed find check for subscription to HARDWARE AGE. 


(Mr. Kommers refers to the Atlantic City convention mes- 
sage of J. E. Woodmansee, treasurer, Richards & Conover 
Hardware Co., Kansas City, Mo., who spoke on the Whole- 
saler’s Competitive Problem before the Wednesday joint session 
of the convention. The full text of his remarks was published 
starting on page 55, Oct. 25, 1934, issue of HaRpware Ace. 
Reprints of this talk are available upon request.—Ed.) 

















HARDWARE AGE FOR JANUA 
A. M. SHIEBLER MANAGES H. 
ENDERS SALES IN EAST HO 
A. M. Shiebler and his son T 
Arthur D. Shiebler are again as- and 
sociated with Enders Razor Co.. part 
National Industrial Recovery | Inc., St. Louis, Mo. The elder hele 
Board, in charge of the hearing, war 
persons who have not complied gatl 
with the requirements of Para- ches 
graph (1) may be permitted to eral 
be heard at any time prior to | ford 
the close of the hearing.” the 
S. Clay Williams, chairman, | Phe 
NIRB, will conduct the hearing | Boo 
with all members of the board | mo! 
present. - 
aé 
HARDWARE SQUARE CLUB a 
HOLDS CHRISTMAS PARTY was 
Fifty-six members of the Hard- N 
ware Square Club gathered Dec. and 
18 at the Masonic Temple, W. Atk 
23rd St., New York City, for gay 
their annual Christmas party. It | dre 
was a real Christmas gathering | Ae seeeeene re 
with a tree, gifts, refreshments | ii Al 
and games. | Mr. Shiebler is eastern sales Ga 
Fred A. Scholl, Long Island | manager and his son travels in Co 
Hardware Co., Long Island City, | the southeast territory. A. M. Ser 
N. Y., was reelected president. | Shiebler’s address is Box 453, an 
Ralph S. Allen, Diamond Expan- Babylon, Long Island, N. Y. det 
sion Bolt Co., was reelected secre- | Ne 
tary and Albert Westphal, Corbin | wa 
Screw Corp., was reelected trea- spt 
surer. Charles Coe, Greenfield the 
Tap & Die Co., is first vice-presi- mé 
dent and John Columbine is sec- gu 
ond vice-president. William | a 
Heinze, Greenfield Tap & Die St 
Co., was elected trustee for three Ne 
years. As 
ge 
we 
& 
Writes A. L. Kommers 
Cl 
W. 
More stuff like page 55, A. D. SHIEBLER le 
A 
Mr. Shiebler and his son were Bi 

I’m losing my eye on business on account of previously affiliated with the 
Enders organization from 1920 to pI 
1930. M 
— K 
G. L. TURNER NOW SEC. a 

A. L. KomMers OF ARKANSAS ASSN. 

L. P. Biggs, Little Rock, Ark., P 

has resigned as secretary of The 
Arkansas Retail Hardware Asso- M 

ciation. George L. Turner has 

been appointed secretary of the 
association. He makes his head- Cc 
| quarters at 322 E. Markham St., w 
| Little Rock, Ark. a 
HARDWARE AGE J 


WARE § AGE-—WHILE IT’S NEWS 


THE TRADE 








Executive Changes, Meet- 
ings, Current Events in 


the Hardware Trade 
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HARDWARE BOOSTERS 
HOLD CHRISTMAS PARTY 


There were eighty members 
and guests at the Christmas 
party of the Hardware Boosters, 
held Dec. 15 at the Hard- 
ware Club, New York City. The 
gathering was one of the most 
cheerful Christmas parties for sev- 
eral years. President E. R. Sandi- 
ford, HARDWARE AGE, welcomed 
the members and guests. A. M. 
Phelan, vice-president of the 
Boosters, gave the invocation. A 
moment of silence was observed 
in memory of the late Louis J. 
Haas, to whom Mr. Sandiford 
paid tribute. For other departed 
members a moment of silence 
was observed. 

N. A. Gladding, vice-president 
and general sales manager, E. C. 
Atkins & Co., Indianapolis, Ind., 
gave a brief and cheerful ad- 
dress. Certificates were given to 
the following honorary life mem- 
bers: Saunders Norvell; R. J. 
Atkinson, Brooklyn, N. Y.; E. B. 
Gallaher, treasurer, Clover Mfg. 
Co., and editor, Clover Business 


Service, both of Norwalk, Conn., 
and E. R. Masback, vice-presi- 


dent, Masback Hardware Co., 
New York City, wholesale hard- 
ware distributors. Mr. Norvell 
spoke briefly and pointed out 
that he had been a hardware 
man for fifty-three years. Other 
guests of honor were H. F. Sulli- 
van, president, The Nutmeggers, 
who sang for the party, and C. J. 
Starks, Far Rockaway, president, 
New York State Retail Hardware 
Association. George H. Griffiths, 
general manager, HarpwarE AGE, 
was introduced. 

Roy C. Schmidt, Stanley Rule 
& Level Plant, was chairman of 
the committee in charge of the 
party. He was assisted by: 
Charles J. Heale, editor, Harp- 
warE AcE; Charles Pincus, Stan- 
ley Works and Oscar Watts, E. C. 
Atkins & Co., secretary of. the 
Boosters. 

The professional entertainment 
program included “Paxton the 
Memory Marvel,” songs by Grant 
Kimball and piano selections and 
accompaniment by Floyd Hynes. 

Gifts were received by all 
present. 


WORTHINGTON STARTS 
MONAD PAINT CAMPAIGN 

The Geo. Worthington Co., 
Cleveland, Ohio, wholesale hard- 
ware distributors, has announced 
a campaign on the products of 
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the Monad Paint & Varnish Co., 
Philadelphia, Pa. This campaign 
will center on Monad’s patented 
system of stocking and selling 
paints. Advertising material fur- 
nished the hardware dealer, on a 
cooperative plan includes store 
displays, newspaper advertising 
and direct mail material as well 
as hand circulars. 


BRUZZONE, CLAUSSEN 
FORM WHOLESALE FIRM 


F. J. Bruzzone and C. G. Claus- 
sen have formed the Northern 


California Hardware & Steel Co., | 
140 Howard St., San Francisco, | 
Calif., to operate as wholesale | 


distributors of nails, barbed wire, 


wire products, steel bars, bands, | 
angles, channels, sheets, Manila | 


rope, wiping rags, cotton waste, 


pipe, valves, fittings and heavy | 


hardware. 


| 
Mr. Bruzzone was for several 


years sales manager of Baker, 
Hamilton & Pacific Co., 
Francisco, Calif., wholesale hard- 
ware distributors. 
was previously a manufacturers’ 
representative on the 
Coast. 


REMODELS STORE 


Spencer Hardware Co., Keene, 
N. H., established in 1815, re- 
opened its doors in a remodeled 
store recently. The business was 
interrupted by fire last August, 
when the entire block on which 
the store was located was swept 
by flames. 


IN NEW QUARTERS 


Ferguson Hardware, Botti- 
neau, N. D., has moved to the 
Scully Bldg. in the same town. 
Larger store space is provided 
by the new quarters. 


JAMES REPRESENTS 
EVEREDY COMPANY 


The Everedy Co., Frederick, 
Md., has appointed T. P. James 
as its representative in the Phila- 
delphia territory. He succeeded 
the late Wade Harmer who 
handled the Everedy line in 
that territory for many years. 
Mr. James is well known to the 
trade throughout eastern Penn- 
sylvania, southern New Jersey, 
Deleware and Maryland. 





San | 
Mr. Claussen | 


Pacific | 


| hardware show 





PLANS BEING MADE FOR WESTERN CONVENTION 


WILL MEET IN KANSAS CITY, JAN. 15 TO 17 


Plans are under way for en-©———— 


tertaining the hardware and im- 
plement dealers, members of the 
Western Retail Implement and 


H. J. HODGE 


Hardware Association, who will 


hold their 46th annual conven- | 
| tion in Kansas City, Jan. 15, 16 | 
and 17, 1935. This Association, | 


the largest of its kind in the 
United States, has met in Kan- 
sas City since it was founded. 
It has had but one secretary, 
Herbert J. Hodge, with head- 
quarters at Abilene, Kan. 
Convention sessions will 
held in Ararat Temple and head- 
quarters will, in all probability, 
be at the Hotel Baltimore. The 
Kansas City Chamber of Com- 


merce and the Kansas City Im- | 


plement, Hardware and Tractor 


Club, are sponsoring the enter- | 


be | 





ber B. Mize, Blish, Mize & Silli- 
man Hardware Co., Atchison; 
L. M. Pinkston, Wyeth Hard- 
ware & Mfg. Co., St. Joseph, 
Mo.; Herman P. Harbison, Har- 
bison, Inc., Perry Faeth, Stowe 
Hardware & Supply Co., R. F. 
| Townley, Townley Metal & Hard- 
| ware Co., J. F. Goodman, West- 
| ern Association, Lewis A. Lin- 
| coln, Hardware Trade Journal, 
| all of Kansas City, and Ernest C. 
Keiswetter, W. A. L. Thompson 
Hardware Co., Topeka, Kan. 
The speakers for the second 
| day of the Convention, according 
| to Secretary Hodge, will include 
C. J. Whipple of Hibbard, Spen- 
cer Bartlett & Co., Chicago. 
| Other speakers representing the 
implement industry will include 
Dave E. Darrah, director of the 
implement code, and Fred Clau- 
sen, also an implement man and 
a director of the United States 
Chamber of Commerce. 
Indications received from Mr. 
Hodge indicate much interest 
and a good attendance. He says 
that statements sent to members 
on current dues have been re- 
sponded to with remittances that 
have kept his secretary swamped, 
that has been impossible to re- 
ceipt for dues as they came in 
due to the number of payup let- 
ters on each mail. He says that 
local club work will be a big 
| feature of the convention this 
|tyear. A feature of the hardware 
show will be an exhibit by the 
| Federal Housing Administration. 





tainment, which will consist of a | 


huge banquet and floor show at 
the Plamor Ballroom. No speak- 
ing at the banquet is contem- 
plated. 

Another feature that looms 
this year is a bigger and better 
in Convention 
Hall. Reservations for space in 
the Hall are far ahead of this 
time last year and many exhibit- 
ing companies are doubling their 
space. 
amount of exhibit space as much 
as four times that of last year. 

J. E. Woodmansee, president 


of the Chamber of Commerce, | 


and long identified with the Kan- 
sas City Implement, Hardware 
and Tractor Club, is chairman of 
the publicity committee for the 
Western Hardware Show. Others 
on the show committee are He- 


DONNAN HARDWARE CO. 
ELEC?PS OFFICERS 


S. C. Donnan has been elected 
president of The W. S. Donnan 
Hardware Co., Richmond, Va., 
wholesale hardware distributors 
and manufacturers agents, suc- 
ceeding the late W. S. Donnan. 
F. M. Conner is vice-president 
and H. Bright Keck is now secre- 
| tary treasurer. 





Some have increased the | 


| RICHARD HESSE MARRIES 
| —_.NOW ON HONEYMOON 


Richard Hesse, president, Ace 
| Hardware Corp., Chicago, IIl., 
was married Christmas Eve to 
Miss Marguerite M. Fleig. Mr. 
and Mrs. Hesse are spending 
their honeymoon at Mrs. Hesse’s 
ranch in New Mexico. ° 
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Importation of Horseshoes, Muleshoes and Hemp 
Halibut Fishing Lines Threaten Code Effectiveness 





Imports of horseshoes and | while O. C. Wissing, Abilene. 


muleshoes from Germany and the 
Netherlands are increasing to a | 
point where they threaten to 
render ineffective the code for 
the horseshoe and allied products 
manufacturing industry. Also 
imports of hemp halibut fishing 
lines, principally from Norway 
and Italy, are injuring the do- 
mestic industry. Complaints to 
this effect have been filed with 





the NRA. It is called upon to 


make a study of the situation in | 
the hope that the Tariff Com- 


mission will make an investiga- 
tion resulting in a proclamation 
by the President increasing the 
duties. 

Firms joining in the com- 
plaints against increasing im- 
ports of horseshoes and mule- 
shoes are the Phoenix Mfg. Co., 
Joliet, Tll., and Catasauqua, Pa.; 
the Tredegar Co., Richmond, 
Va.; the Burden Iron Co., Troy, 
N. Y., and the Wareham Mfg. 
Co., Wareham, Mass. These 
firms, according to NRA, repre- 
sent the entire domestic produc- 
tion of horseshoes. 

The complaint alleges that the 
imports are of substantially the 
same grades as domestic horse- 
shoes and are selling for $1 to 
$2 less per 100-lb. keg than cor- | 
responding types manufactured | 
in the United States. 

The complaint on imports of 
hemp halibut fishing lines was | 
filed by the Mittet Line & Net 
Co., and Haram Wicks Line Co., 
Seattle, Wash. The output of | 
these two companies represents | 
virtually all the domestic produc- 


tion of halibut lines. Hemp fish- | 
ing lines are consumed almost | 
exclusively bv the halibut fisher- 
ies off the North Pacific coast 
and Alaska. 


WESTERN ASSN. LOCAL 
CLUBS ARE ACTIVE 


Local clubs of the Western | 
Retail Implement & Hardware | 
Association are more active of | 
late. Members of Local Club 
No. 102 met recently in Lyons, 
Kan., and decided to take an 
active part in the Western asso- 
ciation’s coming convention. 
Members of Club No. 64 met re- 
cently at Golden City, Mo., and 
elected Floyd DeGood, Golden 
City, Mo., president of the group. 
Carl Chapman, Avilla, Mo., was 
elected secretary-treasurer. The 
club covers the territory of Bar- 
ton and Jasper counties and vi- 
cinity. 

Local Club No. 112 was re- 
cently organized at Ottawa, Kan., 
embracing Douglas, Johnson, 
Miami and Franklin counties. J. 








L. Rogers is president of No. 22 | 


50 


Kan., is secretary. This club re- 
cently held a special meeting to 
discuss plans for attending the 
Western association convention. 
TUCKER HEADS LOCAL 
CHAMBER OF COMMERCE 
Henry H. Tucker, president, 
Fones Bros. Hardware Co., Lit- 
tle Rock, Ark., wholesale hard- 


ware distributors, was recently 





H. H. TUCKER 


elected president of the Little 
Rock Chamber of Commerce. He 


| will report on a renewed plan to 
| obtain new industries for Little 
Rock at a membership meeting | 


to be held January 11. 
BUFFALO ASSOCIATION 
HEARS FOLEY AND HOY 


John B. Foley, secretary, New 
York State Retail Hardware As- 
sociation, and George G. Hoy, 
field secretary of the association, 
addressed the December meeting 
of the Buffalo and Vicinity Hard- 
ware Association, held at the 
Heidelberg Club. Messrs. Foley 
and Hoy discussed the New York 
state convention to be held in 
Buffalo, Feb. 12-15. 
covered a wide range of subjects 
including cooperative advertis- 
ing, the retail code and the Na- 
tional Housing Act. 

The meeting was conducted by 
George G. Allen, president of the 
Buffalo group. 





GOODRICH EMPLOYEES 
GIVEN SERVICE PINS 


Col. D. M. Goodrich, chairman 
of the board of The B. F. Good- 
rich Co., Akron, Ohio, was 
among the thirty-two members 
of the organization who received 
20-year pins. R. J. Devereaux, 
Cleveland district manager, was 
also given one of the pins. Pres- 
ident J. D. Tew presented these 
and thirty other pins at the first 
semi-annual meeting of The B. F. 


Discussions | 


Goodrich Co. Twenty Years Ser- 
vice Club. Included in the mem- 
bership of the club are more 
than 1000 employees, on the 
active and retired lists, who have 
been with Goodrich for periods 
ranging from 20 to 45 years. 
The oldest employee in point 
of service is David Suloff, who 
completed 45 years on last Sept. 
3. Peter Seiler is next with 
a record of nearly 45 years. 
Both are in the final finish de- 
partment of the tire division. 
Joseph Smith, 78, is the oldest 
| member of the club in point of 
age. 





INDEPENDENT STORES 
PLAN ADVERTISEMENTS 


A special advertising board 
| was appointed at a recent meet- 
|ing of the Independent Hard- 
ware Stores, Inc., Cincinnati. 
Ohio, to lay out the December 
| advertisements for the group. 
Arthur Winne, Johnson Electric 
Co., addressed the association 
and the film showing the West- 








| inghouse “Home of Tomorrow” | 


| was exhibited. 
| 

of the organization conducted 
| the meeting, which ninety per 
| cent of the members attended. 


WAYNESBORO NIFPLE 
WORKS REPRESENTED 
BY SURPLESS, DUNN 


Surpless, Dunn & Co., New 


been appointed general sales 
|agents for Waynesboro Nipple 
Works, Inc., Waynesboro, Pa.., 
| manufacturers of steel, iron and 
| brass pipe nipples, longscrews 
and tank nipples. Surpless, 
Dunn salesmen will cover the 
hardware and plumbing supply 
| trade for the Waynesboro organ- 
ization throughout the United 
States and Canada and in the 
export market. 


| Howard Zimmerman, president | 


York City and Chicago, I]l., have | 





ROCHESTER DEALERS 
MEET AT POMMERENINGS 


Rochester Hardware Associa- 
tion met recently at the store of 
Pommerening & Son, Rochester, 
N. Y., and inspected the recently 
renovated building. The sales 
tax recently inaugurated in New 
York City, cooperative advertis- 
ing, the National Housing Act 
and a plan for developing in- 
creased local membership were 
discussed. Raymond Walters 
presided at the meeting. Follow- 
ing the meeting Frank Pommer- 
ening entertained the association 
at lunch. 

Wm. Lauterbach was elected 
president and Clifford Wilson 
was named vice-president. Glenn 
A. Hammond is secretary, Paul 
Gutkin is financial secretary and 
F. J. Dubelbeiss is treasurer. 
R. J. Walter, Nathan Miller and 
F. J. Simmons are directors for 
two years and Joseph Eckl is di- 
rector for one year. 


REAFFIRM WIRE SCREEN 
CLOTH RECOMMEN. 
DATION 


The division of simplified prac- 
tice of the National Bureau of 
Standards has announced that 
Simplified Practice Recommen- 
dation R122-31, covering wire 
insect screen cloth has been re- 
affirmed, without change, by the 
standing committee of the in- 
dustry. 

This recommendation, which 
covers the mesh, wire size, width 
and length of roll, and method of 
packing for steel wire insect 
screen cloth and copper and 
commercial bronze wire screen 
cloth, was proposed and de- 
veloped by the industry and went 
into effect Nov. 1, 1931. 

Copies of this recommendation 
may be obtained from the Super- 
intendent of Documents, Govern- 
ment Printing Office, Washington, 
D. C., for five cents each. 


NRA ORDERS STAY IN CODE PROVISIONS 


PROHIBITING SCRIP ACCEPTANCE FOR GOODS 


Washington Bureau of Harp-— 


WARE AGE 

The NRA has ordered a stay 
until Jan. 6 of provisions of the 
general retail code and other re- 
| tail codes which prohibit the 
| acceptance of “scrip” in pay- 
ment for goods. 

The stay was ordered to per- 
mit additional time in which the 
NRA may study a report sub- 
| mitted Oct. 22 by a special com- 
mittee which investigated so- 
called “company” stores and the 
| scrip system of wage payments 


| generally. 
| In its report, the special com- 
mittee submitted recommenda- | 


| tions relating specifically to Ar- 
| ticle IX, Section 4 of the retail 





code as approved on Oct. 21, 
1933, which would eliminate the 
article and substitute the follow- 
ing provisions: 

“No company store or retail 
store shall collect by offset in 
the form of scrip, book credit or 
otherwise, against the wages of 
any person other than its own 
employees engaged exclusively in 
the retail trade, an amount for 
merchandise sold by said store 
in excess of 25 per cent of such 
pay earned in any pay period. 

“No store shall purchase or 
receive or accept for cash or 
consideration in trade or in pay- 


' ment of indebtedness any scrip 


at less than its par or face value.” 


HARDWARE AGE 
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KANSAS CITY DEALERS 
PROTEST DRUG STORE 
SALES OF HARDWARE 


Hardware dealers of Greater 
Kansas City, Mo., met recently in 
a mass effort to stop department 
stores from operating on the drug 
store schedule of every day in 
the week. Practically every 
hardware dealer in the city at- 
tended. The meeting was inspired 
by the recent opening of the Katz 
Drug Co. of a department store 
at 40th and Main Sts. Accord- 
ing to the hardware dealers this 
store is operated every day in the 
week and it is possible to enter 
the store and buy articles from 
21 different departments on Sun- 
day. The new Katz store includes 
a complete hardware department. 

A plan is on foot whereby the 
hardware men will cooperate in 
a huge advertising program with 


the cooperation of the Kansas | 


City wholesalers. Large adver- 
tisements are planned in which 
the cooperating dealers will share 
the cost and offer specials that 
will meet the Katz price. An ad- 
vertising committee was appoint- 
ed with Thomas Dyche, Broad- 
way Hardware, as chairman. 
Another committee was ap- 


pointed to contact other lines | . 
| south, excluding the states of | 


such as grocery and dry goods, 
department stores, etc., to enlist 
their aid in getting a Sunday 
closing ordinance passed by the 
city council. 


REMINGTON ANNOUNCES 
PERSONNEL CHANGES 


Clyde G. Mitchell has been ap- 
pointed assistant district sales 
manager of the Remington Arms 
Co., Inc., Bridgeport, Conn., with 
headquarters in Columbus, Ohio. 
For more than 23 years he has 
been sales representative for 
Remington throughout the mid- 
dle west and is well known to the 
trade and the shooting fraternity. 
He is an outstanding shot, both 
with the rifle and shotgun and 
is especially well known in skeet 
and trapshooting circles. 

Roy C. Swan is now ammuni- 
tion sales manager and George E. 


Pinckney is arms sales manager. | 
Both of these men joined the | 


company in 1912 and are well 
acquainted with the hardware 
wholesale trade of the country. 
Mr. Swan will have charge of 
the sale of Remington ammuni- 
tion and the Chamberlin line of 
traps and Blue Rock targets. He 
is especially known to skeet 
shooters. Mr. Pinckney is an 
arms expert and will also have 
charge of the sale of Parker 


guns. 


John H. Otterson has been ap- | 


assistant district sales 
headquarters in 


pointed 
manager with 
New York. 
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For 13 years he was | 


representative of the Sporting 

| Powder Division, E. I. duPont de 
Nemours & Co. traveling 
throughout the New England 
states. 


| JARRETT REPRESENTS 
| AMERICAN LAWN MOWER 
American Lawn Mower Co., 


| Muncie, Ind., has appointed H. 
H. Jarrett Co., Atlanta, Ga., 





H. H. JARRETT 


represent it throughout the 


and Kentucky. H. H. 


com- 


Texas 
Jarrett heads the Jarrett 
pany. 

THE BORDEN CO. CHANGES 

ITS CORPORATE NAME 

| W. A. Phillis, vice-president 
| and general manager, The Borden 
Co., Warren, Ohio, has an- 


| changed its corporate name to 
Beaver Pipe Tools, Inc. Mr. 
Phillis in his announcement said 
in part “This is a change in cor- 
porate name only —and is de- 
signed to identify the name of 
our company with the name of 
our product—for the convenience 
of our customers. 

“Another advantage is the fact 
that this will put an end to the 
| confusion in our district offices in 
New York, Boston, Philadelphia, 
Pittsburgh, Atlanta, Chicago, 
Dallas and San Francisco—where 
mail addressed to The Borden 
Co. (milk products) was con- 
stantly getting mixed up—lead- 
ing to delays which many times 
were of considerable incon- 
venience to customers of both 
companies.” 


T. J. JOHNSTON TALKS TO 
CENTRAL N. Y. ASSN. 


The Central New York Retail 
| Hardware Association met re- 
| cently in the store of Dotterer & 
Becker, Inc., Syracuse, N. Y., 
with Thomas J. Johnston, Ful- 
ton, N. Y., hardware dealer, as 
guest speaker. Mr. Johnston told 





| manufacturers’ representatives to : 


nounced that the company has | 


of his merchandising of electri- 
cal appliances for city and rural 
requirements. Emil Evertz, pres- 
ident, Dotterer & Becker, enter- 
tained the group and showed the 
members through the store. 
Franklin I. Green and G. C. 
Costello were named as a com- 
mittee to select the place and ar- 
range the program for the Jan- 
uary meeting. President J. H. 
Couden conducted the meeting. 


BROOKLYN DEALERS 
DISCUSS CITY TAX 


New York City’s 2 per cent 
sales tax was the chief topic dis- 


cussed at the December meeting | 


of the Brooklyn Hardware Asso- 
ciation held in the Johnson Bldg., 
Brooklyn, N. Y. There were thir- 
ty-eight members and guests at 
the meeting and all dealers 
present reported that customers 
had paid the city’s sales tax with- 
out protest or trouble. The city’s 
plan to license all dealers han- 
dling kerosene oil and to pro- 
hibit citizens from storing more 
than five gallons of kerosene in 
their home at one time was 
heartily approved by the associa- 
tion. The same plan makes it 
mandatory for citizens to store 
kerosene in metal containers hav- 
ing the city’s approval. 
President H. A. Cornell was 
unable to conduct the meeting 
because of a heavy cold but was 
present at the meeting. A. H. 
Grafenstadt presided. 


WRIGHT HEADS LOCAL 

COMMERCE CHAMBER 

Al. G. Wright, Arkansas City. 
Ark., has been elected president 
of the Arkansas City Chamber 
of Commerce for the year 1935. 





AL. G. WRIGHT 


He is past president of the 
Western Retail Implement & 
Hardware Association. 

The Chamber went on record 
as favoring a sales tax in Kan- 
sas to reduce the property tax. 





F. E. Philipps, secretary, Re- 
liable Hardware Stores, Buffalo, 
N. Y., whose election was an- 
nounced in the Nov. 22 issue of 
HarpwareE AGE. 


COPPER & BRASS ASSN. 
HAS REORGANIZATION 


At a reorganization meeting of 
the Copper & Brass Research As- 
sociation recently held at the or- 
ganization’s headquarters at 25 
Broadway, New York City, the 
mining companies withdrew and 
the fabricating members formu- 
lated plans for a promotional 
campaign for the forthcoming 
year. F. S. Chase, president, 
Chase Brass & Copper Co., was 
elected president of the associa- 


tion. Vice-presidents are: John 
A. Coe, president, American 
Brass Co.; C. D. Dallas, presi- 
dent, Revere Copper & Brass, 
Inc.; and Wylie Brown, presi- 
dent, Phelps Dodge Copper 
Products Corp. C. T. Ulrich, 


vice-president and treasurer, Ken- 
necott Copper Corp. was elected 
treasurer and B. B. Caddle was 
named secretary. 

Directors were elected and an 
operating committee was ap- 
pointed. Members of the com- 
mittee are: J. A. Doucett, Revere 
Copper & Brass, Inc., chairman; 
R. L. Coe, Chase Brass & Cop- 
per Co.; John A. Coe, Jr., The 
American Brass Co.; Herman W. 
Steinkraus, Bridgeport Brass Co.. 
and W. M. Goss, Scovill Mfg. Co. 


NEW ORLEANS DEALERS 
IN COOPERATIVE GROUP 


With the intention of conduct- 
ing a cooperative advertising 
campaign a group of hardware 
dealers in New Orleans, La., have 
formed the Crescent Hardware 
Stores. Officers are: P. E. Ames, 
Jr., president; Paul Jamerson, 
vice-president; W. J. Henderson, 
secretary; R. M. Jung, Jr., treas- 
urer, and A. H. Aucoin, execu- 
tive secretary. 
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J. FRED WRIGHT 


J. Fred Wright, who was wide- 
ly known and greatly respected 
throughout the hardware indus- 
try died at his home, 90 Everit 
St., New Haven, Conn., on Dec. 
15. Mr. Wright had recently been 
in poor health, and two days be- 





J. FRED WRIGHT 


fore his passing he underwent an 
operation from which he never 
recovered. 

For the past several years, he 
was the publisher of Ladd’s Dis- 
count Book, a volume used exten- 
sively by the hardware and other 
trades for ascertaining the net of 
discounts, and for determining 
margin of profit. Previously, and 
for many years, he served as Ad- 
vertising manager for Sargent & 
Co., New Haven, Conn. 

He is survived by his wife, and 
one son, Donald D., who will con- 
tinue to conduct the Ladd’s Dis- 
count Book business. 





WALTER KEITH, SR. 


Walter Keith, Sr., 65, who was 
well known to the hardware trade 
died suddenly at his home in 
Nashville, Tenn., Dec. 22. For 
many years he was president of 
Keith, Simmons Co., Inc., Nash- 
ville, wholesale hardware dis- 
tributors, operating throughout 
the south. He entered the hard- 
ware business at an early age, 
forming a partnership with J. H. 
Fall in 1891. He continued with 
that firm until 1898, when Keith, 
Simmons Co., Inc., was founded. 
He later acquired the entire hold- 
ings of the company, rated among 
the largest hardware concerns in 
the south. Although poor health 
necessitated his relinquishing 
active management of the com- 
pany several years ago he still 
maintained a desk in the offices 
of his company. 

He was a native of New 
Orleans, La. In addition to his 
activities in the hardware field 


he was a director of the Nash- | 
ville & Decatur Railroad and a | 
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former director of the old Fourth 
& First National Bank. He was 
active in the affairs of two col- 
leges, as a trustee and was an 
active churchman. 

Mrs. Keith, four sons: Samuel 
J. Keith, Jr.; Walter Keith, Jr.; 
E. Ewing Keith and Andrew E. 
Keith survive as well as two 
daughters. Samuel, Walter and 
E. Ewing Keith are vice-presi- 
dents of Keith, Simmons Co., Inc. 


CHARLES H. MILLER 


Charles H. Miller, 67, founder 
of the C. H. Miller Hardware Co., 
wholesale and retail hardware, 
Huntingdon, Pa., died at his 
home in that city on Dec. 24. Mr. 
Miller was one of the organizers 
of the Pennsylvania & Atlantic 
Seaboard Hardware Association, 
and of the American Reinsurance 
Co. He had also served as presi- 
dent and treasurer of the former 
Pennsylvania National Hardware 
Mutual Insurance Co., and as 
vice-president of the General Re- 
Insurance Corp., of New York. 

He is survived by his wife, 
one daughter, and two sons, 
Herbert A. of New York, and 
Gordon B. of Huntingdon. 





HON. CHARLES D. PARKER 


Hon. Charles D. Parker, 57, 
Otisville, Mich., hardware dealer 
aud a member of the Michigan 
state legislature, died Dec. 11 of 
a skull fracture suffered when he 
leaped from the blazing Hotel 
Kerns, in Lansing, Mich. He had 
gone to Lansing that day to at- 
tend a special session of the 
House of Representatives and 
had been reelected for the com- 
ing year. 


FRANK BENEDICT FOOTE 


Frank Benedict Foote, from 
1899 to 1926 a hardware dealer 
in Scranton, Pa., died Dec. 11 at 
his home after an illness of sev- 
eral months. 


THOMAS J. CONNORS 


Thomas J. Connors, for 19 
years president, William Connors 
Paint Mfg. Co., Troy, N. Y., 
died recently, following an ill- 
ness of several months. 


JOHN GORMLEY 


John Gormley, 70, one of the 
founders of the McLaughlin, 
Gormley, King Co., Minneapolis, 
Minn., manufacturers of insecti- 
cides, died at his home in that 
city on Christmas day. Four sons, 
three daughters and a sister sur- 
vive. 


OBITUARY 











EDWIN BINNEY 


Edwin Binney, 69, president, 
Binney & Smith Co., New York 
City, makers of crayons, stencil- 
ing inks, etc., died Dec. 17 in 
Gainesville, Fla., from a heart 
attack. He was an organizer of 
the Columbian Carbon Co., of 
which he was vice-president. 





W. H. TORIAN 


W. H. Torian, 70, who had 
been in the wholesale hardware 
business for more than forty 
years, died recently. He was 
well known to the trade in the 
south and attended many con- 
ventions of the Southern Hard- 
ware Jobbers Association. Mr. 
Torian began his hardware ca- 
reer with Stauffer-Eshleman & 
Co., Ltd., New Orleans, La., 
wholesale hardware distributors, 
and in 1899 joined the old firm 
of Ejikel-Breustedt Co., for a 
short time. He joined the Mc- 
Lendon-Duncan Co., Waco, Tex., 
now The McLendon Hardware 
Co., Inc., Waco, Tex., wholesale 
hardware distributors. Mr. To- 
rian remained with the organiza- 
tion, as their buyer, until 1923 
when he retired. For a short 
time after his retirement from 
McLendon company he operated 
a sales agency. For the past sev- 
eral years he had been looking 
after his private affairs. 





A. R. WARNHOFF 


August Rudolph Warnhoff, 61, 
Minneapolis, Minn., since 1912 
northwest sales representative for 
The Stanley Works, New Britain, 
Conn., died December 21 at his 
home in Minneapolis. He was 
well known and well liked in his 
territory. Mr. Warnhoff was in 
the retail hardware business in 
Wichita, Kan., prior to his affilia- 
tion with the Stanley organiza- 
tion. 


AUGUST F. BROCKE 


August F. Brocke, 73, Rock- 
ville Center, Long Island, N. Y., 
cashier and a director of Ham- 
macher, Schlemmer & Co., New 
York City, died December 21, in 
a New York City hospital follow- 
ing a heart attack. Mr. Brocke 
had been with Hammacher, 
Schlemmer for thirty-five years. 





OTTO WAWERS 


Otto Wawers, 65, who was 
engaged in the hardware busi- 
ness in St. Louis, Mo., for twen- 
ty-five years, died recently fol- 
lowing a heart attack. 











GEORGE A. GRAHAM NOW 
GILLETTE VICE-PRES. 


George A. Graham was recent- 
ly elected vice-president of the 
Gillette Safety Razor Co., Boston, 
Mass., at a meeting of the board 
of directors. Starting with the 
company in 1925 he became man- 
ager of a mid-west sales territory 





GEORGE A. GRAHAM 


and later resigned to joint Asso- 
ciated Chain Drug Stores, Inc., 
in charge of sundries merchan- 
dising. He returned to the Gil- 
lette company in 1933 as man- 
ager of the sales promotion de- 
partment, which position he held 
until his election to the vice- 
presidency. 


FORM NEW WHOLESALE 
GROUP IN TEXAS 


The Wholesale Distributors 
Association of Texas was re- 
cently formed by wholesale dis- 
tributors of pipe valves and fit- 
tings, plumbing and heating sup- 
plies, water well equipment, 
sheet metal and industrial sup- 
plies. Headquarters are at 310 
Mercantile Bank Bldg., Dallas, 
Tex. 





FRANK M. CRANCE 
Frank M. Crance, manager and 
part owner of the Central Hard- 
ware Co., Ironton, Ohio, was re- 
cently struck by an automobile 
receiving fatal injuries. 


HOWARD R. SHEPPARD 

Howard R. Sheppard, 69, Isaac 
A. Sheppard & Sons, Philadel- 
phia, Pa., stove manufacturers, 
died Dec. 23 at his home in Ger- 
mantown, Pa., from a heart at- 
tack. 


HARDWARE AGE 
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PHILADELPHIA DEALERS 
DISCUSS SALES POLICIES 


Sales policies of firms manu- 
facturing hardware and _ allied 
lines were discussed at the 
December meeting of the Retail 
Hardware Association of Phila- 
delphia, held at Kugler’s Res- 
taurant. Secretary W. F. Brown 
was instructed to thank a local 
utility company for its plan en- 
abling cooperation in the sale of 
appliances during 1935. The 
association approved an expendi- 
ture for newspaper advertising to 
tie in with the plan. Announce- 
ment was made that a repre- 
sentative of the General Electric 
Co. would address the January 
meeting, answering questions on 
the subject of Mazda lamp sales. 
Petition blanks were ordered 
sent to members for signatures 
protesting the proposed local 
sales tax. 

Harry D. Kaiser, president of 
the association, conducted the 
meeting. 

CLUB HEARS TALK ON 

BUSINESS CONDITIONS 


At a recent meeting of the Los 
Angeles Pot & Kettle Club, held 
at the Clark Hotel, Los Angeles, 
Calif., Dr. Stewart P. McLen- 
nan discussed “The World’s 
Saturday Night”—which traced 
conditions existing today as hav- 
ing been similar to those in 
previous periods in the history 
of the world and its different 
parts. At another meeting W. 
H. St. Clair presented a talk 
on the “History of Banking,” out- 
lining its beginning and coming 
up to the present banking prac- 
tices. 

WOODROW WASHER 
PLANT TO MOVE TO 
OSKALOOSA 


The manufacturing plant of 
the Woodrew Washer Co. will 
move from Pella, Ia., to a new 
building now under construction 
at Oskaloosa, Iowa. Charles 
Eveland is president and Carl 
Bergman is general manager and 
vice-president of the company. 





OSGOOD FORMS HANDLE 
MAKING SUBSIDIARY 


J. L. Osgood Machinery & Tool 
Co., Inc., Buffalo, N. Y., has or- 
ganized a subsidiary firm, J. L. 
Osgood Handle Co., 43-45 Pearl 
St., Buffalo, N. Y., to carry on 
its “Indestructible” Handle busi- 
ness. The Osgood organization 
has been manufacturing Inde- 
structible file and tool handles. 
All correspondence on Osgood 
handles should be addressed to 
the new subsidiary. 

A new and complete catalog, 
fully describing the company’s 
handles and covering the entire 
line is now available to dealers. 
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Bond Electric Corpn. Makes Window Display Contest Awards 


Hardware dealers won the 
majority of the awards in the re- 
cent window display contest spon- 
sored by Bond Electric Corp., 
Jersey City, N. J., in conjunction 
with its radio broadcasting pro- 
grams, “The Treasure Adventures 
of Donald Ayer.” There were fif- 
teen awards; first $100, second 
$75, third $50 and twelve other 
awards of cash and merchandise. 
Judges were: George H. Griffiths, 
general manager, HARDWARE 
Ace; Howard Stephenson, editor, 
American Druggist; Fay Keyler, 
advertising manager, Bond Elec- 
tric Corp.; Charles J. Heale, edi- 
tor, Harpware AcE; Howard W. 
Mateer, manager, Electrical Mer- 
chandising and Radio Retailing, 
and W. L. Towne, vice-president, 
O. S. Tyson & Co., Inc. 

Awards were recently an- 
nounced as follows: first, Max- 
well Hardware Co. (College 
Branch), Berkeley, Cal.; second, 
Reynolds, Robinson & Allen, Nor- 
wich, N. Y.; third, Sunrise 
Pharmacy, Enumclaw, Wash.; 
fourth, Schuetz Hardware Co., 
Great Bend, Kan.; fifth, Weller 
Filling Stations, Horseheads, N. 
Y. The second group of awards 
were: Rice & Miller Co., Bangor, 
Me.; Sessing Hardware Co., Rab- 
binsdal, Minn.; Harry B. Abell 
Drug Store, Utica, N. Y.; Em- 
mons-Hawkins Hardware Co., 
Huntington, W. Va., and Alois 
Brugglin, Philadelphia, Pa. 

In the third group were: Haw- 
ley Hardware Co., Bridgeport, 
Conn.; Dickerman Hardware Co., 
Wallingford, Conn.; Frank J. 
Schmidlin Hardware Co., St. Ber- 
nard, Ohio; Charles Zimmer 
Hardware Co., Covington, Ky., 
and the Valley Hardware Co., El- 
wood Place, Ohio. 

Several thousand names were 
received by the Bond company 
for entry in its recent No-Name 
Lantern Contest which ran coin- 
cidentally with its radio program, 
“The Treasure Adventures of 
Donald Ayer.” The following 
judges accepted membership on 
the contest committee: J. W. 
Blair, president, Hardware & Sup- 
ply Dealers Association of Man- 
hattan & Bronx Boroughs, New 
York City; Aglar Cook, presi- 
dent, Drug Topics, New York 





L. B. GRIFFITH CO. 
REPRESENTS SAVOGRAN 


The Savogran Co., Boston, 
Mass., has announced the ap- 
pointment of L. B. Griffith Co., 
Inc., 900 Willow St., New 
Orleans as its representative for 
Louisiana and vicinity. The 
Grifith company will handle 


Savogran Heavy Duty Cleaner, | 
| Store in Poplarville, Miss., was | 


Crack Filler, Remover and 
Bleacher and Cleaner-Polish. 


City; Ralph Neumuller, secre- 
tary, Electrical Association of 
New York; Mr. Keyler; and 


City. 

There are one hundred and 
eighteen prizes to be given win- 
ners in the radio contest—rang- 


KANSAS CITY CLUB 
DISCUSSES CONVENTION 


Hardware & Tractor Club at its 
December meeting held at the 
Hotel Phillips, Kansas City, Mo., 
heard Tom Collins, Kansas City 
Journal-Post. A committee was 
appointed to work in conjunc- 
tion with the Kansas City Cham- 
ber of Commerce in entertaining 
the Western Retail Implement & 
Hardware Association during the 
association’s convention on Jan. 
15, 16 and 17. The committee 
members are: O. J. Thomas, 


Hardware Co.; W. S. Morrow, 
Herbison, Inc., and E. L. Bier- 
smith, Columbian Steel Tank Co. 
The committee met with the 
chamber recently. 

A banquet is planned for the 
visiting members of the Western 
association. 


AMERICAN TIN PLATE 


Walter A. Bowe has joined the 
general office sales organization 
of American Sheet & Tin Plate 
Co., Pittsburgh, Pa. He recently 
resigned as advertising manager 
of the air-conditioning depart- 
ment of the General Electric Co. 








MISSISSIPPI 
The Poplarville 


Hardware 


| recently badly damaged by fire. 


Oscar S. Tyson, president, O. S. | 
Tyson & Co., Inc., New York | any fee required nor was the pur- 


The Kansas City Implement, | 


Allis-Chalmers Mfg. Co.; Con- | 
over Smith, Richards & Conover | 


WALTER BOWE NOW WITH | 





Left to right are:—George H. Griffiths, general manager, 
HARDWARE AGE; Howard Stephenson, American Druggist ; 
Fay Keyler, advertising manager, Bond Electric Corp.; Charles 
J. Heale, editor, HARDWARE AGE; Howard W. Mateer, man- 
ager, Electrical Merchandising and Radio Retailing and W. L. 
Towne, vice-president, O. S. Tyson & Co., Inc. 


ing from $500 for first prize to 15 
| awards of $10 each and 100 Bond 
| Lusterized Flashlights. 

In neither contest was there 


| chase of any merchandise neces- 
| sary. In the event of ties provi- 


| sion was made for like awards to 


| each winner. 





| R. L. HAMMOND JOINS 
| BILLINGS & SPENCER 
Robert L. Hammond, well 
known to the metropolitan New 
York hardware trade has joined 
the Billings & Spencer Co., Hart- 
ford, Conn., wrench manufac- 
turers, as a sales representative 








R. L. HAMMOND 


calling on the trade in Brook- 
lyn, Long Island City and lower 
Manhattan. He was for eight 
and a half years secretary of A. 
N. Nelson, Inc., Brooklyn, N. Y.. 
hardware dealers and is a past 
president of the Brooklyn Hard- 
ware Association and a _ past 
secretary-treasurer of the Metro- 
politan Hardware Association. 
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J. ¥. GUILFOYLE HEADS 
LOS ANGELES GROUP 


J. V. Guilfoyle, secretary, 
Southern California & Arizona 
Retail Hardware Association, was 
recently elected president of the 








J. V. GUILFOYLE 


Los Angeles ot & Kettle Club, | 
succeeding Geo. P. Wilcox. Vice- | 
presidents are: L. L. Neblett and 
Judd H. Pohlson. Weldin R. 
Read was elected recording sec- | 
retary and Ted H. Moroney was | 
elected corresponding secretary. 
The Jan. 8 meeting will be in 
form of a stag installation night 
under chairmanship of G. A. 
Hallenscheid. 


CALIFORNIA 


Montague Hardware, 3rd and 
Adams Sts., San Diego, Calif., 
has been purchased by Mark E. 
Young, formerly store manager | 
for Mr. Montague. The. business | 
will be operated as Young Hard- | 
ware. 


The Graham Hardware store 
Concord, Calif., has moved into 
the former Concord Department 
Store building. 

Simpson Hardware Co. is now 
located at 131 W. 10th St., Lan- 
caster, Calif. 


The B. Simon Hardware Co., 
Oakland, Cal., recently enlarged 
its store at Eighth St. and Broad- 
way for the third time, the en- 
largement having been made for 
household, electrical, garden 
equipment and fishing depart- 
ments. The company’s store at 
Seventh St. and Broadway han- 
dles tools, machinery and build- 
ing equipment. 





F. L. Smith Hardware, Carpen- 
teria, Calif., has been remodeled. 





Union Lumber & Mill Co., 
Goleta, Calif., has added hard- 


ware lines. 
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BRIEF ITEMS OF INTEREST TO HARDWARE MEN 





COLORADO 


H. V. High recently acquired | 
the interest of his partner, L. C. | 
Cushing, in the Cushing & High 


| Hardware Co., Glenwood Springs, 
| Colo. 
| voting his entire time to travel- 
| ing for a wholesale hardware 


Mr. Cushing is now de- | 


house. 


NEW JERSEY 


Franks Bros., Inc., Vineland, | 
N. J., hardware dealers recently | 
opened its new store in the build- 
ing which formerly housed the 
Vineland Post Office. The new 
quarters, to which an addition | 
was made, gives the firm much | 
larger space than its previous 
location. The firm also operates 
a hardware store at Mays Land- 


ing. 


James Grindrod, for many 
years manager for the store of 
Brown Hardware Co., Roselle, 
N. J., has taken over a store at | 
17 E. Westfield Ave., Roselle 


| Park, N. J., with Frank Hazel- 


hurst. The new hardware store 


| will be operated under the firm | 


name of Grindrod & Hazelhurst, | 
Inc. 


NORTH DAKOTA 


Thieves recently broke into the | 
Steele Hardware Store at Steele, 
N. D., taking about $300 of guns, 
ammunition, flashlights, cutlery. 
etc. 


Arthur Isley has purchased the 
stock of hardware from T. J. 
Gaughan, Verona, N. D. 


Alfred Westrum, Raleigh, 





| N. D., has purchased the Kosta 
| Hardware Co., Carson, N. D. He 


will continue his business at 
Raleigh. M. C. Smedsrud, who 
has been in the Carson store for 
15 years, will be in charge of 
that branch. 


MONTANA 


Cowan Bros., Hobson, Mont., 
hardware dealers, are improving 
their store with a remodeled front 
and some new fixtures. 


Custer Lumber & Hardware 


Store, Custer, Mont., was re- 
cently broken into by thieves, | 
who stole ammunition, cutlery 


and some cash. 





TENNESSEE 
Pikeville Hardware Co., Pike- 
ville, Tenn., recently acquired 
the building adjoining the Ma- 
sonic Bldg., and will move the 
business from the Reynolds 


| hardware store. 


| has opened a branch store in 


Bldg. as soon as the present oc- | 
cupant vacates the premises. J. | 
F. Deakins is manager of the | 
store. 





The Carlton Hardware Co., 
Huntingdon, Tenn., has _pur- 
chased the Louis F. Johnson 
J. R. Carlton is 
manager and C. R. Carlton, as- 
sistant manager. 

The LaFollette Hardware & 
Furniture Co., LaFollette Tenn.. 


Clinton, Tenn., under the name 
Tennessee Valley Hardware Co. 
Another store is operated by the 
company at Coal Creek, Tenn. 


MINNESOTA 
G. I. Coffman has sold his 


hardware business at Browns- 
dale, Minn. 





Following the death of R. D. 
Annis, owner and founder of the 
Northern Hardware, Duluth, 
Minn. 





Tyler Hardware Co., Tyler, | 
Minn., was recently purchased by | 
Johan P. Johanson. 





Harold Stege recently bought | 


the Ray Muyres hardware store | 


| at Chaska, Minn. | 


Wikman Hardware has pur- | 
chased the Anderson Hardware 
Store at Glenwood, Minn. 





The Nelson-Gabbert Hardware 
Store at Willmar, Minn., was re- 
cently destroyed by fire. A quan- 
tity of guns and merchandise 


were saved from the fire. 
/ 


Poss Hardware, Franklin, 
Minn., was recently robbed for 
the second time in three weeks. 





Fire believed to have been 
caused by faulty wiring damaged 
the E. J. Aarestad Hardware. 
Wolverton, Minn. 





WISCONSIN 


Joseph Gruber will move his 
hardware store in the Neff-Rob- 
erts Bldg., Antigo, Wis., to the 
Ullman Bldg., Fifth Ave. and 
Superior St. 





FLORIDA 


F. E. Bellamy, manager, Ideal | 
Market, Inverness, Fla., has 


opened a hardware department | 
in charge of J. C. Comer. Mr. 
Comer was at one time manager 
of the Baird Hardware store in 
that town. 


| discontinuing operations. 


| ware Co. 
| was employed by the same firm 


| Niven, East Islip. 


Leesburg Hardware & Supply 
Co., Leesburg, Fla., has taken 
over the adjoining store room, 
which has been remodeled as a 


|showrom for refrigerators, gas 
| stoves, heaters, etc. 





Fire recently badly damaged 


Bray Hardware Co., Winter 
Garden, Fla. 
GEORGIA 


Franklin Crandall has opened 
the Crandall Hardware Co., 2123 
Norwich St., Brunswick, Ga. He 
was connected with the Georgia 
Hardware Co., there for a num- 
ber of years. 





Watt-Mitchell Hardware Co. 
has closed its branch in Cordelle, 
Ga. The stores in Fitzgerald and 
Ocilla are being continued. 


OHIO 


The business of the J. M. Star- 
rett Hardware Store, Cadiz, Ohio, 
founded more than half a cen- 
tury ago, has been sold and is 
The 
present owner had operated the 
store since 1907. 





W. A. and Belford Harbarger 
have opened a hardware store, 
under the firm name of Har- 
barger Bros., at 94 W. Main St., 
Logan, Ohio. For the past 13 
years W. A. Harbarger was em- 
ployed by the Carpenter Hard- 
Belford Harbarger 


for 12 years. 


MARYLAND 


Herbert C. Forrester, E. Lex- 
ington St., Baltimore, Md., hard- 
ware dealer, is erecting a new 
store building at 1905 Blooming- 
dale Ave. 


MISSISSIPPI 


Mrs. A. Delcomyn, Pascagoula, 
Miss., has remodeled her hard- 
ware store. 


MISSOURI 
Hilton Hardware Co., Crane, 
Mo., is remodeling its store and 
adding some new equipment. 


NEW YORK 


John Weber, Jr., Islip, Long 
Island, N. Y., has purchased the 
hardware business of Peter Mc- 
Mr. Weber 
has been in the hardware busi- 
ness for many years. He will 
supervise the East Islip store, 


| while the Islip branch will be in 
| charge of a salesman. 


HARDWARE AGE 
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WHAT EVERY 
MERCHANT 
SHOULD KNOW 


HE AMERICAN WEEKLY is adver- 

tising dynamite. This Mighty Maga- 
zine takes its power from the fact that it 
goes to twice as many buyers as any other 
magazine—its biggest force is concen- 
trated in the richest markets where most 
of the buying is done. If you want action 
in your store—stock and feature products 
that have the pressure of the largest 
magazine in the world behind them— 
display them in your windows, on your 


counters, in your own advertising. 





The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
circulation. 


In each of 134 cities, it reaches one out of every two families 


In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 





ERICAN 


TEA 
Ss, WEEKLY 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 








JANUARY 3, 
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CONVENTION CALENDAR 


CatirorNnia Retail Hardware and Implement Association 
Thirty-fourth Annual Convention and Exhibitien, Hotel 
Whitcomb, San Francisco, Cal., Feb. 12 to 14 inclusive, 
1935. Le Roy Smith, manager-treasurer, 417 Market St., 
San Francisco, Cal. 


IpaHo Retail Hardware and Implement Dealers’ Association 
Annual Convention, Boise, Idaho, Jan. 22 and 23, 1935. 
E. E. Lucas, secretary, N. 1811 Atlantic St., Spokane, 
Wash. 


Ittinois Retail Hardware Association Thirty-eighth Annual 
Convention and Exhibition, Armory, Peoria, IIl., Feb. 5 to 
7, 1935. Paul M. Mulliken, managing director, 1141 Mer- 
chandise Mart, Chicago, II]. 


InpIANA Retail Hardware Association Annual Convention and 
Exhibition, Indianapolis, Ind., Jan. 29 to Feb. 1 inclusive, 
1935. G. F. Sheely, managing director, 130 E. Washington 
Bldg., Indianapolis, Ind. 


Iowa Retail Hardware Association Thirty-seventh Annual 
Convention and Exhibition, Des Moines, Iowa, Feb. 12 to 
15 inclusive, 1935. Sessions: Hotel Savery. Exhibition: 
Coliseum. Philip R, Jacobson, secretary, Mason City, Iowa. 


Kentucky Hardware and Implement Association Annual Con- 
vention and Exhibition, Seelbach Hotel, Louisville, Ky., 
Jan. 22 to 24 inclusive, 1935. J. M. Stone, secretary, Room 
9, Seelbach Hotel, Louisville, Ky. 


Micuican Retail Hardware Association Annual Convention 
and Exhibition, Grand Rapids, Mich., Feb. 12 to 15 in- 
clusive, 1935. Sessions: Hotel.Pantlind. Exhibition: Civic 
Auditorium. Harold W. Bervig, secretary, 1112 Olds Tower 
Bldg., Lansing, Mich. 


Minnesota Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, St. Paul Auditorium, St. Paul. 
Minn., Jan. 22 to 25 inclusive, 1935. C. J. Christopher, 
manager, Nicollett and Twenty-fourth Sts., Minneapolis, 


Minn. 


Missouri Retail Hardware Association and Mississippi Valley 
Farm Equipment Association Joint Annual Convention, 
Jefferson Hotel, St. Louis, Mo., Feb. 19 to 21 inclusive, 1935. 
F. X. Becherer, secretary, 5106 N. Broadway, St. Louis, Mo. 


Mountain States Hardware and Implement Association 
Thirty-third Annual Convention, Cosmopolitan Hotel, Den- 
ver, Colo., Jan. 14 to 16 inclusive, 1935. John T. Bartlett. 
secretary, 2005 Mapleton Ave., Boulder, Colo. 


NationaL House Furnishing Exhibit, Eighth Annual, Stevens 
Hotel, Chicago, Ill, Jan. 6 to 12 inclusive, 1935. Warren 
Edwards, secretary, 228 N. La Salle St., Chicago II. 


NeprasKA Retail Hardware Association Thirty-fourth Annual 
Convention and Exhibition, Hotel Fontenelle, Omaha, Neb., 
Feb. 5 to 7 inclusive, 1935. George H. Dietz, secretary, 
414 Little Bldg., Lincoln, Neb. 


New Encianp Houseware and Appliance Show, Horticultural 
Hall, Boston, Mass., Feb. 18 to 22 inclusive, 1935. L. A. 
Hinds, director, 90 Canal St., Boston Mass. 


New York Strate Retail Hardware Association Thirty-third 
Annual Convention and Exhibition, Hotel Statler, Buffalo, 
N. Y., Feb. 12 to 15 inclusive, 1935. John B. Foley, secre- 
tary, 510 Hills Bldg., Syracuse, N. Y. 


Nortu Coast Hardware and Implement Association Annual 
Convention, Multnomah Hotel, Portland, Ore., Feb. 6 and 7, 
1935. C. G. Jennings, president, 1148 Pacific Ave., Tacoma, 
Wash. 
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North Dakota Retail Hardware Association Annual Con- 
vention and Exhibition, Community Memorial Bldg., Bis- 
marck, N. D., Feb. 5 to 7 inclusive, 1935. Louise J. 
Thompson, secretary, 21 Clifford Bldg., Grand Forks, N. D. 


Onto Hardware Association Forty-first Annual Convention 
and Exhibition, Columbus, Ohio, Feb. 19 to 22 inclusive, 
1935. Sessions: Deshler-Wallick Hotel. Exhibition: Memo- 
rial Hall. John B. Conklin, secretary, 175 S. High St., 
Columbus, Ohio. 


OxtaHoMA Hardware and Implement Association Thirty- 
second Annual Convention and Exhibition, Shrine Temple, 
Oklahoma City, Okla., Jan. 29 to 31 inclusive, 1935. 
Charles F. Nelson, secretary, 301 Key Bldg., Oklahoma 
City, Okla. 


Pactric NortHwest Hardware and Implement Association 
Annual Convention, Spokane, Wash., Jan. 29 and 30, 1935. 
W. H. Richardson, secretary, Harrington, Wash. 


PANHANDLE Hardware and Implement Association Annual 
Convention, Amarillo, Tex., Feb. 4 to 6 inclusive, 1935. 
C. L. Thompson, secretary, Canyon, Tex. 


PENNSYLVANIA and Atlantic Seaboard Hardware Association 
Annual Convention and Exhibition, William Penn Hotel, 
Pittsburgh, Pa., Feb. 26 to March 1 inclusive, 1935. Glenn 
Pearce, managing director, 400 N. Broad St., Philadelphia. 


Soutu Dakota Retail Hardware Association Thirtieth An- 
nual Convention and Exhibition, Coliseum, Sioux Falls, 
S. D., Jan. 29 to 31 inclusive, 1935. C. J. Christopher, 
manager, Nicollett and Twenty-fourth Sts., Minneapolis. 


SOUTHEASTERN Retail Hardware and Implement Association 
Twenty-first Annual Convention and Exhibition, City Audi- 
torium, Atlanta, Ga., May 7 to 11 inclusive, 1935. H. M. 
Simmons, secretary, 317 Ten Forsyth Street Bldg., Atlanta. 


SOUTHERN CALIFORNIA Retail Hardware Association Annual 
Convention and Exhibition, Shrine Civic Auditorium, Los 
Angeles, Cal., Feb. 18 to 20 inclusive, 1935. J. V. Guil- 
foyle, secretary, 1122 Pacific National Bldg., Los Angeles. 


Texas Hardware and Implement Association Thirty-seventh 
Annual Convention and Exhibition, Galvez Hotel, Galves- 
ton, Tex., Jan. 22 to 24 inclusive, 1935. Dan Scoates, secre- 
tary, College Station, Tex. 


Vircinta Retail Hardware Association Annual Convention. 
Monticello Hotel, Charlottesville, Va., Feb. 19 and 20, 1935. 
Thomas B. Howell, secretary, 602 E. Broad St., Rich- 
mond, Va. 


West Vircinta Hardware Association Annual Convention, 
Windsor Hotel, Wheeling, W. Va., Jan. 17 and 18, 1935. 
H. B. Clower, secretary, Box 127, Oak Hill, W. Va. 


WestTeRN Retail Implement and Hardware Association Forty- 
sixth Annual Convention and Hardware Show, Kansas 
City, Mo., Jan. 15 to 17 inclusive, 1935. Sessions: Ararat 
Temple. Headquarters: Baltimore Hotel. Show: Con- 
vention Hall. Show secretary: Louis W. Shouse, Kansas 
City, Mo. Assn. secretary: H. J. Hodge, Abilene, Kan. 


Wisconsin Retail Hardware Association Thirty-ninth Annual 
Convention and Exhibition, Auditorium, Milwaukee, Wis., 
Feb. 5 to 8 inclusive, 1935. H. A. Lewis, executive secre- 
tary, Stevens Point, Wis. George W. Korneley, exhibit 
manager, 3374 N. Green Bay Ave., Milwaukee, Wis. 
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‘THERE NEVER was a BETTER TIME 


THAN NOW for GOOD DEALERS 
To take on 


THE DE LAVAL AGENCY 


EVER in the history of the cream separator 
industry was there a better time than now 
for good, progressive dealers who are in- 

terested in building on a sound basis for the 
future with essential, quality lines, to take on 
the agency for the sale of De Laval Separators 
and Milkers. 


This statement is based on the fact that the 
need for these machines was never greater. A 
considerable percentage of the cream separators 
now in use are wasting valuable cream and 
butterfat and should and must be replaced with 
new De Lavals within the next few years. 


Many De Laval Dealers have done excep- 
tionally well during the past two years and 
De Laval business as a whole is good right now. 
With improved conditions it is certain to improve 
materially, and the outlook for the coming year 
is excellent. 


The use and popularity of De Laval Milkers are 
steadily increasing and the dairyman who does 
not already have a De Laval Milker has surely 
made up his mirid to get one as soon as possible. 

Furthermore, the De Laval Company in its 57 
years of leadership never had so much to offer 
its dealers. 

De Laval Cream Separators and Milkers are 
everywhere acknowledged as the best, and the 
De Laval Line is the broadest — covering the 
greatest price class, and backed by the best sales 
helps and widespread advertising. 

There is always a place in the De Laval organ- 
ization for new, aggressive dealers. If we are 
not adequately represented in your community 
and you are interested, we shall be pleased to 
have you get in touch with our nearest office so 
that we may go into this proposition with you at 
greater length. 














Sterling Series 


Exactly like the 
Golden Series ex- 
cept fora fewnon- 
essentials. Made 
in four sizes. 


Golden Series 


The world’s best 
separators— made 
in five sizes. 





De Laval Magnetic 
and Utility Milkers 





Electro Series 


The first all-elec- 
tric cream sepa- 
tators — made in 


Junior Series 


The world’s best 
low priced sepa- 
rators — made in 
The world’s best milkers. five sizes. three sizes. 

















THE DE LAVAL SEPARATOR COMPANY 


NEW YORK 
165 Broadway 


CHICAGO 
600 Jackson Blvd. 


SAN FRANCISCO 
61 Beale Street 
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SINGLE 


NEW MANTLE | 





LAN 





JUNIOR SIZE WITH 
TRIPLE SALES APPEAL 


HERE is a big demand for a small- 

er lantern, where 150 candlepower 
is sufficient light and where lighter 
weight and compactness are desired. 
The Model R-301 is built to meet this 
demand—and supplies it at a new 
low price for a quality lantern! 


A PROFIT-MAKER! 

Every desirable feature has been built 
into the Instant-Light Model R-301— 
9 hours of 150 candlepower white light 
on one filling; wind-, storm- and bug- 
proof; can’t spill at any angle; heat- 
proof glass globe; brass fount of 1%4- 
pt. capacity; built-in pressure pump; 
large-size, long-life straight gener- 
ator with automatic cleaning needle; 
big, bail-type carrying and hanging 
handle ; large-size reflector. Fount base 
and reflector top finished in durable, 
blue porcelain enamel. 


IDEAL UTILITY LIGHT! 


Only lantern of its size in both gaso- 
line and kerosene models. Gives 12 
times light volume of wick lamp at 
fraction of cost. No wick to trim; no 
chimneys to clean or break; no smoke, 
soot, odor. A modern, safe, simple, 
economical utility light for all pur- 
poses—farm, camp, cottage or rvad- 
stand. Thousands want this size of 
portable, light-weight lantern. Now 
you can supply it at a new low price, 
$5.45 complete with rayon mantle. 


Oil Heat 
For Homes Instant-Light Mod 
With Radiant | el R-132, with 2 
Space Heaters 
and automatic 
Water Heaters 
you can fill 





mantles, gives 15 

hours of 300 can- 
every price dlepower light on 
and _ capacity one filling. Priced 
Geman itehie | at $6.45. Both 


heating depart- models guaranteed. 
ment! 


Send TODAY for complete details and 
discounts on the fast-selling, protit- 
making Radiant line. 


RADIANT PRODUCTS, INC. 
100 Radiant Bldg. Akron, Ohio 











ADIANT. 


PRODUCTS 
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More Fishing Business in 1935 


(Continued from page 47) 


such as archery and trapshooting are 
being very vigorously pushed. Even 
additional novelties, such as hul-che, 
an ancient Mayan form of spear- 
throwing, are coming into existence. 
And while we certainly can’t blame 
the sponsors of these time-occupiers 
for doing exactly what we are doing 
—seeking markets—we should re- 
member that to hold its competitive 
position, fishing, in this circumstance, 
will require more aggressive factory 
and store promotion. 

I regard these distant competitors, 
however, very lightly. The fact re- 


| mains—as proved by census after cen- 


sus—that more outdoors people fish 
than follow any other sport or any 
other combination of sports excepting 
hunting. And the hunter is simply 
the angler in his winter garb. 

I do not think that ratio will change 
greatly, except in our favor. For the 
anticipatory thrill of waiting for a 
strike, and playing the strike to the 
gaff or net, is great. Once in the blood 
it stays there. 


Recognizing the growing popular- 
ity of fishing, many schools and col- 
leges have added angling to their 
sports curriculum. The latest addi- 
tion to this group is the Westport 
Junior High School at Kansas City 
where, according to news dispatches 
of November 18, Frank DeCou, for- 
mer game warden, will conduct a 
course in fishing. Other universities 
which have already established them- 
selves as recognizing this sport with 
the teaching of angling are Stanford 
University, the public schools of Min- 
neapolis and the schools of Denver. 

Give the public the time, the place 
and something to fish for and people 
will go fishing. And they will buy 
fishing tackle. Thus we have the 
cause of our boom year in 1934 and 
as more people will have more time 
to go fishing again next year, I ex- 
pect the boom in tackle sales to ex- 
pand. This, at any rate, is the 
calculation upon which we are pro- 
ceeding. 





Showcard Writing 


(Continued from page 30) 


One ruler or straight-edge of some 
kind, and half dozen assorted letter- 
ine pen points. . 

This is all the outfit he needed to 
begin with and it didn’t make a very 
heavy bundle at that. 

The question of cardboard or pa- 
per to practise on was an item that 
puzzled him at first; cardboard was 
too expensive to practice on and 
white paper was too hard to get. 
Then he remembered that some time 
ago in Harpware AGE he read an ar- 
ticle on how to reduce the cost of 
practicing to a minimum by using 
old newspapers. The help-wanted 
columns are generally free from 
heavy faced type and illustrations. 
The newspaper absorbs the show 
card ink and makes an ideal surface 
to practice on. He now proceeded to 
practice in the following manner: 

In making all numerals and letters, 
whether it be an outlined or filled in, 
or solid single-stroke letter, the first 
stroke should begin at the left. Take, 
for example, the plate shown here 
of Mongrel Roman numerals. They 
are arranged or grouped in a differ- 


ent way than the usual rotation of 
1, 2, 3, 4, 5, 6, 7, 8,9, 0. They are 
grouped in this way so as to give the 
beginner an idea of just how they 
should be spaced when used on price 
tags. 

The little white “BREAKS” which 
appear in the outline of the figure 2 
show where the beginner should re- 
move his brush or pen from the pa- 
per and begin again instead of at- 
tempting at first to continue the 
stroke, as he will be able to do later 
on when he will, through practice, 
have better control of the brush. 

All these little, short strokes are 
necessary until the beginner is able 
to make a solid, continuous stroke 
like the top of the figure 3, which 
shows no “breaks.” 

These short strokes apply only to 
the round or curved letters. The 
numerals 1, 4 and 7 are made with- 
out “breaks.” Study the way the 
arrows point on this plate and re- 
member that the strokes are all made 
from LEFT TO RIGHT, beginning 
the LEFT stroke first. 


In cutting different size price tags 
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Sagging 
Fence 
often spells 
“Si vagedy | | F 











Easier to sell 


fence that defies rust! 
A vital profit advantage 


Poor fence, without enough copper in the 

steel, and with only a thin, skimpy protec- 

Two Types of tive coating of zinc! Such fence mn A goes 

Steel Posts to pieces. Then comes trouble—sometimes 

both nationally tragedy. It’s a bad bargain. It’s always a 
known brands— __ source of dissatisfied customers. 

Here’s good news! Red Brand Fence has 

the two strong fighting forces needed to 

combat rust in this climate. It actually 


POST 


i RED TOP 














Se R oe defies rust. A vital selling advantage! 
Studded Tee fi 
ty hay taes A thicker coating of zinc 
ine fed by ine Enough copper in the steel 
“red top.” Red Brand fights rust, first, with a patented 


(heat-treated) Galvannealed zinc coating 
MUCH THICKER than on ordinary gal- 


vanized fence wire. 
= § KEYSTONE Red Brand fights rust, second, with a real 
POST copper bearing steel that lasts at least | 


TyeMallerse TWICE as long as steel without copper. 
fastener, Red Brand Fence stubbornly fights rust 
py clear to the core. Your customers get a 
“aluminum fence that’s there to stay. You build a 


— profitable fence business. 








Dealer prices—Agency details 
New Catalog describes Red Brand hog, field 
and poultry Fence, Red Top and Keystone 
Steel Fence Posts, and other wire and fenc- 
ing products. This catalog, dealer prices, 
and all agency details, are sent on request. 
New Fence Building Guide, for promoting 
fence sales, now supplied in quantities. 
Write today. 

Fence may now be purchased under N. H. A. 


KEYSTONE STEEL & WIRE COMPANY 
877 Industrial St., Peoria, Illinois 


RED BRAND FENCE 
“Fights rest 2 Ways) Weranininns 
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“LEGITIMUS" — in English, 
legitimate, genuine. This 
Trade-mark is your assurance 
of highest quality and value. 








ames A goo AXE 
can tell you how to TELL 
A GOOD AXE! 


It takes an axe like a Col- 
lins to tell your customers 
what they should expect 
in a really fine axe. Men 
who are used to buying 
axes know this and call for 
a Collins instinctively. To 
those who are buying axes 
for the first time, you can 
point out Collins’ many 
features as a_ standard 
when purchasing this 
equipment. 





Collins axes shoulder your 
sales effort. They speak 
for themselves in terms of 
increased profits for you. 





All standard patterns, 
weights, finishes of axes, 
hatchets, bush hooks, hoes, 
etc., in a wide variety of 
price ranges. 


Western 
Double 
Bit 


If your jobber cannot sup- 
ply you, write to us. 












Boy Scout Axe 


we COLLINS ©. 


COLLINSVILLE, CONN. 
Axes and Hatchets 
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ga De Mg ~~ ‘, 
INDIANA STEEL &~ WJRE CO. 
i 4 UNC! * 


-'(NODIAN 


Now—you can obtain perfect hex- 
agon-mesh and perfect straight-line 
netting from the same dependable 
source. U.S. HEXLOK and U. S. 
STRAITLOK are more uniform, 
more rigid, easier to handle and cut, 
more durable in service. Made with 
the famous Lock- Twist Weave, both 
come from the loom under smooth, 
even tension, lie flat when unrolled, 
stretch perfectly. 


U.S. HEXLOK and STRAITLOK 
Poultry Nettingscomeinall standard 
widths; one and two inch mesh; gal- 
vanized before or after weaving. By 
concentrating on this great line, deal- 
ers can fill every trade demand and 
meet every phase of competition. 

Ask your Jobber or write direct to 


INDIANA STEEL & WIRE Co. 
Muncie, Indiana 


PERFECT HEXAGON NETTING» 


a 

















<ONILLAN AINITLHOSIVLS 1939403d 


GENUINE 


US 


POULTRY NETTING 


INDIANA STEEL &~ WIRE CO. 


MUNCIE. INDIANA 








it is more economical to stick to the 
regular standard sizes. The ten dif- 
ferent sizes shown here are so de- 
signed to avoid leaving any waste. 

A “full sheet” of cardboard mea- 
cures 22 x 28 in.; from this sheet 
may be cut these popular sizes with- 
out leaving waste to throw away. 

A little scroll-work around a pic- 
ture if done in light gray will give 
the effect the picture was drawn on 
the card instead of pasted on. These 
scrolls may be worked around any 
picture in the following manner: 
First circle the entire picture with 
semi-circles, making one convex and 
the other concave, until the entire 
picture is encompassed (this should 
be done in lead pencil); then pro- 
ceed to cut the picture out with a 


pair of scissors or a sharp pointed 
penknife, following the pencil lines. 
After the picture is pasted on the card 
follow the outline of the semi-circles 
with a small brush dipped in a light 
gray water color, where the ends of 
each semi-circle touch each other turn 
them into a little round dot or ball. 
You will really be surprised how 
much better this little scroll work 
makes your whole card look. 

The beginner should remember 
that it is practise that counts in show 
card writing more than anything else, 
and that old newspapers are the best 
things to practice on. The brush 
should never be held in a cramped 
position, but held loosely between 
the thumb and first finger, keeping 
the handle of the brush at an angle. 





NRA Starts Compliance Drive 


(Continued from page 37) 


sary. The argument is made that so- 
called chiseling will not be nearly so 
rampant as it has been even under 
codes if there is enforcement of hours, 
wage, and trade practice provisions. 
And while NRA has strengthened its 
forces to enforce compliance it never- 
theless wants industry to do the bulk 
of the job itselfe 

In retail lines, there have been com- 
plaints of many violations of these pro- 
visions. Had they been enforced. it is 
argued, less concern would have had to 
be shown over price fixing and price 
control. It is altogether likely that 
one form of so-called price fixing that 
is slated for the discard is resale price 
maintenance. 

The gold fish bowl hearings likely 
will result in legislation ‘modifying the 
Recovery act. That, however, is not 
the primary purpose of the hearings, 
as pointed out by Mr. Williams. The 
hearings will be open to all who are 
interested, code members, labor, con- 
sumer, and even John Q. Public if the 
latter’s general apathy happens to fade 
away long enough to arouse his con- 
cern. The goldfish bowl in other words 
was dusted off once more, and the hear- 
ings will be remindful of the code 


authority and general public hearings 
which were staged last spring by Gen- 
eral Johnson when he had the Blue 
Eagle bursting forth with full-throated 
cry. It is hoped to dispose of each 
hearing within a week. Following that 
on price control and price fixing will 
be hearings on such provisions as those 
relating to employment, differentials, 
etc. 

This new procedure for NRA, it was 
stated, looks to collection of informa- 
tion on major code provisions and the 
advisability of amendment or contin- 
uation. 

In explaining the first hearing, Mr. 
Williams said the NIRB has received 
an accumulation of evidence and opin- 
ion on the subject of price control in- 
dicating that code provisions for man- 
datory costing systems designed to set 
minimum prices and permanent sched- 
ules of prices have not operated in the 
best interests of the industrial structure. 

“Much of the information before the 
board tends to show that such provi- 
sions have not accomplished the de- 
sired purpose and have proved neither 
workable nor enforceable,” it was de- 
clared. 





Weed Tire Chain 
Dealer Helps 


Dealers are offered a complete set of 
sales helps by the makers of Weed tire 
chains, including two large window dis- 
play posters, three window streamers and a 
die-cut door poster. All are lithographed 
in attractive colors. The kit also contains 
a price list wall chart, complete pocket size 
catalog on the line, samples of various 


descriptive folders on tire chains and a 
button for the dealer to wear on his lapel. 
The catalog features Weed American Bar- 
Reinforced Tire Chains both for passenger 
cars and for trucks and buses. It contains 
24 pages of illustrations and descriptions 
of the other automotive necessities in the 
complete Weed line. American Chain Co., 
Inc., Sales Promotion Department, Bridge- 
port, Conn. 
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YESTERDAY >>> PROGRESS» 


From high wheel 
bikes to gigantic 
air liners... from 
Vi alar-taleh @amal-P 4- Ine ie 
ous, narrow top 
1. Ib. tack papers 
to safe, convenient 
ATLAS ‘‘flat style’ 
boxes. Today, you 


’ 








can offer your 


Old Style 


Vg (bh. paper 


trade tacks of old 
fashioned: quality 
packaged in mod- 
ern, practical boxes 


that eliminate all 





the exasperating 
faults of the old 
1, Ib. finger trap. 





Distributed through 
Hardware Jobbers 


ATLAS TACK CORP 


FAIRHAVEN 
MASS., U.S.A. 

















Instantly loosens stubborn 
caps and covers which screw 
on tops of mason, preserve 
and mayonnaise jars; ketchup 
or olive bottles, etc. Metal 
parts are bright nickel. Ad- 
justs to all sizes. Packed in 
dozen lots in display carton. 
Assorted handles in green, 
blue and yellow. 


\y 


For Hardware and Supply Trades 


We manufacture SHEETS of recognized reputation and 
value. For roofing, siding, gutters, spouting, air con- 
ditioning systems and general sheet metal work, use 


Keystone Copper Steel Sheets 





for lasting service and maximum 
resistance to corrosion. Insist upon 
AMERICAN Black Sheets, Keystone 
Quality Sheets, Apollo Best Bloom 
Galvanized Sheets, Galvannealed 


Sheets, Heavy-Coated Galvanized 
Sheets, Formed Roofing and Siding 
Products, Terne Plates, and USS 
STAINLESS and Heat Resisting 
Steel Sheets. Write for information. 





AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 


SUBSIDIARY OF UNITED Us STATES STEEL CORPORAT 
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EDLUND CO., Burlington, Vermont 


Manufacturers of 


Can Openers, Eggbeaters, Bottle Openers, Knife Sharpeners 
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KLEIN 
PLIERS 


be 


« 











CTs 


QUALITY 


NY job requiring skill can 
be handled more easily, 
more satisfactorily and 

more quickly when the pliers 
are Kleins. “Since 1857,” 
Klein Pliers have been the | 
standard for quality with 
master workmen and _ public 
utilities everywhere. It will 
pay you to carry Klein pliers 
in stock. Make a note on your 
want book and order from 
your jobber’s salesman the 
uext time he is in. 


Buy From Your Jobber 


wis KLE INS 


3200 BELMONT AVE., CHICAGO 
[aE TE 
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Selling is Boy's Work for W. R. Low 


(Continued from page 43) 


the business is right now if you can 
only get around to see your pros- 
pects. I need another canvasser or 
two, but it is awfully hard to get a 
good dependable man for that work. 
“The farmers are buying radio 
batteries, too. Many months ago the 
radio people estimated that 40 per 
cent of all radio sets on the farm 
were out of commission because the 
batteries were down and the farmers 
had no money to buy more. I feel 
sure now that that estimate was 
about right, judging from the bat- 
teries they are buying now that they 
got their 45-cent corn loans, and also 
the way they are buying new sets.” 
Young Low thus far hasn’t even 
carried a washing machine or a radio 
set in his car. His father is planning 
to get him a truck or a trailer so he 
can carry these items as samples 
when he goes out. But while he 
was breaking in on the job and aver- 
aging four radio sets and a washing 
machine and a half per week, he car- 
ried nothing but a few pictures from 


circulars. When he finds a prospect 
who is interested, he does his best to 
induce him or her to get into the car 
and go on with him. He takes them 
to the nearest neighbor who has one 
of his radio sets or one of his wash- 
ers. There he demonstrates, and 
makes his sales talk, and very fre- 
quently comes back with the order. 

“No, the banks are not getting all 
this corn moncy,” said Mr. Low. 
“Many dealers complain that the 
banks and the landlord are getting 
all this corn-loan money. Well, the 
fellow who makes that complaint 
simply has a grouch. It is not true. 
The hardware merchant can get his 
if he will be active and get out and 
see his prospects fast.” 

Loans run heavier or lighter by 
counties or communities, depending 
upon whether or not the community 
is normally a community of heavy 
live stock feeders. Where live stock 
is fed extensively, the corn is needed 
for this purpose and is not so readily 
sealed for loans. 





Rules for Handling C ode Authority Funds 


(Continued from page 36) 


credited representatives of the National 
Recovery Administration. 
5. The submission of periodic reports to 


the National Recovery Administration 
at such times as it may require. 


| 6 An audit at the expiration of each 


budget period by a competent, inde- 
pendent auditor, as defined in Para- 
graph C hereof. 

. The publication or distribution, not 
later than sixty days after the budget 
closing date, to those members of the 
trade or industry who have paid assess- 
ments or otherwise contributed funds 
to the Code Authority, of a report of its 
financial operations for the budget pe- 
riod, its financial position at the clusing 
date thereof and of its activities in the 
said period; and the filing of a copy 
thereof with the National Recovery 
Administration. 


“B. Each Code Authority shall fur- 
nish such information regarding its ob- 
servance of the provisions of this Order 
as the National Recovery Administra- 
tion may deem necessary to insure com- 
pliance therewith, and any action by a 
Code Authority hereunder, if found by 
the National Recovery Administration 
not to be in accord with this Order is 
subject to its disapproval. 


“C. As used in paragraph A, 6, hereof 
the term ‘competent, independent audi- 
tor’ means‘a public accountant in good 
standing who is either a certified pub- 
lic accountant or who has the equiva- 
lent in ability of a certified public ac- 
countant, provided, however, that as to 
any service to be performed in any 
particular state or governmental divi- 
sion of the United States, such account- 
ant in any event shall have the quali- 
fications required by law in such state 
or governmental division of the United 
States for the performance of such ser- 
vice; this term further means an ac- 
countant who is in fact independent of 
the Code Authority whose accounts he 
audits. Unless the National Recovery 
Administration permits otherwise, it 
will not recognize a public accountant 
as independent with respect to any 
Code Authority if (a) such public ac- 
countant, his firm or anyone in his em- 
ploy has any interest as an officer, 
agent or employee of such Code 
Authority or, (b) such public account- 
ant, his firm or anyone in his employ 
is an officer or employee of any mem- 
ber of the trade or industry under such 
Code Authority or of any trade associ- 
ation of such trade or industry.” 
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Nearly everybody 
wants to hang 


When anyone sees this 
new all-metal 


REVOLVING 
DISPLAY 
CABINET 


containing 72 Window-front 
Packets of the famous 


Moore 
Aluminum Push-Pins 
Glass Head Push-Pins 
Push-less Hangers 


Sales invariably follow 


Hardware dealers who are now showing the Cabinet are 
ordering refills to meet increased demands. 


To get the Cabinet Free, order this popular assortment from 
your Jobber today. 


MOORE PUSH-PIN CO. 
113-125 Berkeley St. Philadelphia, Pa. 
Write us direct for sample of Sales Help Booklets 





things to walls 














eT A as 


THERMOMETER'*125 


WOMEN EVERYWHERE 
WRITE US FOR ONE 


Every Ladies’ Home Journal ad brings 
us scores of letters about this Candy, 
Deep-Fat Thermometer. Low priced 
in comparison with others, it is guar- 
anteed accurate. No glass to break, no 
poisonous mercury. Large dial, easily 
read. Chromium plated—easy to clean 
and rustless. You are missing nice 
profits if you aren’t displaying this fast 
seller. Ask your wholesaler today for 
free display material. 











Rochester Manufacturing Co.,Inc. 


132 Rockwood St., Rochester, N. Y., 
U. 8S. A. 


Models for oven, 
refrigerator, 











Hooks over edge. 
Depth adjustable. 





ROCHESTER™ THERMOMETERS 


EASY TO READ*ACCURATE 
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Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 


Special Automatic Screw 
Machine Products 


BOLTS, NUTS, CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 
New Britain, Conn. 


Warehouses: New York 
Chicago Philadelphia 
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FORSTNER 
Labor Saving 


AUGER BIT 


Many 
New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 
consequently it will bore any arc of 

a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 


Bores Any Arc 4 


of a Circle 
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ARMSTRONG 


ARMSTRONG-VANADIUM 
WRENCHES 







For Men Who Know Fine 
Tools 


Check up in any airline shop, in the better ga- 
rages, wherever the finest mechanics are gathered. 
Look into the kits of the true home craftsmen. 
You will find that ARMSTRONG-VANADIUM 
WRENCHES predominate where they really know 
and take pride in fine tools. For example in the 
NAT Shops in Chicago, you will see them every- 
where . . . privately owned tools, selected and 
purchased by the mechanics themselves from the 
local hardware stores and mill supply houses. 


MS TRONG 


Matched 
Sets 

On 
Attractive 
Stock 
Boards 





Write for Catalog 
ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., CHICAGO, U. S. A. 
New York Sales Office: 109 Lafayette Street 








THIS outstanding leader 
means additional fan sales 
for you. Write now for our 
1935 Fan Presentation and 
you'll see why. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 
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Just Among Ourselves 


(Continued from page 18) 


column and always provokes a pro- 
test from some participant in one of 
the seven or eight dealer-owned 
wholesale houses which perform 
fairly complete wholesale services 
and are not to be confused with the 
collective buying in mind in this dis- 
cussion. Such organizations ope- 
rate warehouses, and in the eyes of 
NRA are classified as wholesaling 
units. An executive of one such 
house is a member of the National 
Wholesale Hardware Code Authority, 
elected presumably by the wholesale 
industry itself. In this connection, 
let it be remembered that such plans 
do not eliminate the wholesale func- 
tions—they are merely transferred 
and must still be performed. Any 
reduction in operating costs is de- 
termined solely by the willingness of 
members to concentrate their pur- 


chases, pay promptly and order in 
| unbroken packages. It is fair to 


state that the same intelligent co- 


| operation from retailers with any 


existing wholesale house could also 
reflect some mutual advantages. For 
thoughts such as these some readers 
have charged us with being “pro- 


| jobber.” We insist that we are “pro- 


economic.” To justify this, “let’s 
look at the record.” 


- Retail Hardware Trade— 


| 
| 
| 
| 


There are approximately 34,887 
retail hardware outlets in the United 
States. Of these, only 12,072 or 
nearly one-third reach the $30,000 
annual sales mark and 15,928 or 
more than one-half never pass the 
$20,000 mark for yearly volume. 
6887 hardware stores do a volume 
of from $20,000 to $30,000. Less 
than 900 hardware stores pass 
the $100,000 sales mark, and ap- 
proximately 9000 hover about the 
$10,000 point. With every other 
hardware store (15,928 out of 34.,- 
887) failing to reach the $20,000 
annual sales point, a general collec- 
tive buying campaign is definitely 
impractical, in the retail hardware 
field. Made up of such small indi- 
vidual selling units the need of 
wholesaler services should be ap- 
parent without further argument. 
With such small gross sales per store, 
it is obvious that purchases on most 
lines are too small to permit much 
direct selling, even if orders are 


pooled. Among the small group 
passing the $100,000 mark we find 
many purchases made through whole- 
salers, as even such a large business 
has many small volume lines in 
stock, necessary in the conduct of a 
hardware business. 


In Review— 


Despite the low individual sales 
units which comprise the retail hard- 
ware fraternity, it is also: in the 
records that hardware stores enjoy 
an enviable mortality record. Rela- 
tively few hardware stores fail each 
year in normal times. Even in the 
severe depression era when failures 
were common, the hardware trade 
weathered the storm in Spartan 
manner. This is further testimony 
of the economic soundness of exist- 
ing hardware distribution policies. 


The New Year— 


The hardware trade enters 1935 
with greater opportunities than ever 
to increase sales volume and profits. 
The Federal Housing activities, 
Home Modernization campaigns, the 
increasing popularity of the Home 
Work Shop Idea and the vast im- 
provement in general business con- 
ditions all point to the kind of a 
Happy and Prosperous New Year 
HarpwaRE AGE wishes you. The 
topics discussed in this column have 
been and will again be featured in 
this publication as one phase of our 
activities seeking to better hardware 
distribution. 





Soot-Scamp For Oil Burners 


Soot-Scamp is a powdered soot destroyer 
for removing fuel oil soot from oil burners, 
heaters and flues. Can also be used on 
coal soot. Soot-Scamp is conveniently ap- 











plied by means of a powder duster and is 
packed in pouring spout cans for conve- 
nience in using. Three sizes are available. 
Simplex Heater Control Co., 897 Laurel 
Ave., St. Paul, Minn. 
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FRE REER ERR RE RAR PER REE RED REY ER eh 
We are ADVERTISING to Over 
9.000.000 READERS 


From December 1934 to April 1935 inclusive, over nine million 
boys, girls and grown-ups will read why ‘“‘CHICAGO” Roller Skates 
are more economical to buy than cheap skates. Forceful messages 
will appear each month in leading Boy and Girl publications. 
Saturday Evening Post, Collier’s, and others will be used— 


TO HELP YOU MAKE MONEY 


Dealers tired of slim profits, price wars and no protection can 
enjoy our policies of doing business, make fair profits and with full 
confidence offer their customers these two trade-marked skates— 
the finest money can buy—as the most economical to buy. 








a The . 
re 2 Ul W orld’s 
Fy Roller Skates Greatest hcntee 




















Join Us in 
Our Efforts 


Get behind the 
products that offer 
you protection and fair 
profits. It will help your 
business in more ways 
than one. Check up your 
stock —get your job- 
ber to send you some 
“CHICAGOS” and tie 
up with our national 
advertising. 







No. 101 
TRIPLE-TREAD 
“TRIPLE-WARE” 


Write for Skate Display, “Sales Pointers” for your clerks, and 
Booklets “‘How to Roller Skate” for distribution 


CHICAGO ROLLER SKATE CO. 


Chicago, IIl. 
<b) 


Roller Skates with Records for Over 30 Years 
4456 W. Lake St. 





He'll be BIGGER 
BETTER 
is father 
is time 








With 
Compliments 
of the 


Season 





83 GRAND STREET * NEW YORK 











Business must be regu- 
lated as well as traffic. We stopped 
you just long enough to tell you that 
copy for your Classified Opportuni- 
ties advertisement together with 
your remittance must reach us at 
least 13 days before publication date 
to insure insertion. 


Go to it! 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St. + New York City 














“CALLING ALL STARS!” 
Star Heel Plates have 
the “call” because they 
are “Star performers” 
on shoes. Great heel 
savers. Give customers 
more satisfaction. Give 
dealers more 


Rapid Turnover | 














j 
| 9 popular selling sizes to fit smallest to largest shoes. | 
|| Packed 4 gross pairs in box. Also 3 pairs assorted on 
cards. Sold by Leading Jobbers. Send for Samples 


and Prices. H 
STAR HEEL PLATE CO. * 





Newark 








REAL sales representa- 
tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 
fied advertising section 


of HARDWARE AGE. 
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Accessible to Philadelphia's stores, 
theatres and business offices ... Mod- 
ern in make-up and management... 
Service that bows gracefully to the 
whims of those it serves... And the 
appeal of less than “top” hotel rates. 


1200 Outside Single Rooms 
Rooms from $350 
1200 Moders Gene 
Goths from $500 


FRANKLIN 


CHESTNUT AND NINTH STREETS, PHILADELPHIA 
E. LESLIE SEFTON, Managing Director 
THE LARGEST UNIT IN THE UNITED HOTELS CHAIN 


ry nNVEnlenT 










Don’t Let It 
Run Away From Youe 


You'll find many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec- 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver- 
tise for it? Many manufacturers 
look through the Sales Accounts 
Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor- 
tunity the Classified Section offers 
you to keep in touch with the sales 
positions that are open. Read the 
classified section of each issue. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 

















How’s the Hardware Business ? 


(Continued from page 46) 


Sales of paint, varnish, and lac- 
quer products, based on data reported 
to the Bureau of the Census by 586 
establishments, averaged 2414 million 
dollars per month, for the first ten 
months of 1934, compared to an aver- 
age of 19 million dollars during the 
corresponding 1933 period. 

* & & 


The volume of electrical manu- 
facturing business during 1934 has 
been more than 30 per cent above 1933, 
according to Gerard Swope, president 
of the General Electric Company, who 
also forecasts continued improvement 
during 1935. Largely due to the in- 
creased use of electrical appliances, 
consumption of electricity in the 
United States was 7 per cent gréater 
in 1934 than in the previous year and 
is almost up to its maximum of 1929 
and 1930, he said. From other sources 
it is noted that orders for electrical 
supplies and appliances during Novem- 
ber were around 25 per cent larger 
than those booked in November, 1933. 
Output of electric refrigerators since 
September has declined seasonally, but 
the heaviest winter production on rec- 
ord is in prospect. 

* * * 


Although the outstanding gain 
in sales for the year has been conceded 
to electric refrigerators, the rate of 
increase has been nearly as large in 
washing machines, ironers, irons, mix- 
ers, and other labor-saving appliances 
for the kitchen, which have reached 
totals as high as 50 to 60 per cent 
above the 1933 comparative figures. 
Quotations now are fairly steady at a 
level ranging from 20 to 25 per cent 
above a year ago. Eyen so, with im- 
proved appearance and efficiency, it is 
felt that consumers are receiving more 
value for every dollar spent on elec- 
trical goods than at any time in the 


past decade. 
* * * 


Net corporation income in 1933 
was more than 650 billions above 1932. 
The 1933 figures showed profits of 
$2,506,078,279 and losses of $4,510,- 
841,337. In 1932 profits of $1,851,575,- 
582 and losses of $6,420,293,721 were 
shown. However, the losses and profits 
were not recorded by the same compa- 
nies in both years. On this account 
the net deficit exceeded the $6,500,- 
000,000 shown by these figures. The 
actual losses have been estimated at 
$11,000,000,000, or about $3,000,000,- 
000 more than the Federal Govern- 
ment’s deficit for the two years. This 
indicates that the Government has not 
been alone in drawing upon national 


reserves to carry the load of the indus- 
trial slump, as industry has drawn 
even more heavily on accumulations. 

* & * 

An upturn in business in 1935 is 
expected by the Economic Credit Coun- 
cil of the National Association of 
Credit Men. According to a survey 
which has just been completed 84 per 
cent of the Council’s members antici- 
pate better business conditions in 1935 
than existed in 1934. Only 2 per cent 
believe they will be poor, and the re- 
maining 14 per cent feel that condi- 
tions will not show any appreciable 
change. 

* * * 

Incandescent lamp sales in 1934, 
according to a preliminary estimate 
made by John Liston in the General 
Electric Review for January, totaled 
645,000,000, including both large and 
miniature lamps. This figure, the high- 
est on record, represents an increase of 
more than 4 per cent over 1933 sales, 
and about 2 per cent larger than in 
1929, the previous high year. The 








ETTEE’S of Oklahoma City 
Pree conducted a three- 

day Sportsman Show at 
which all of the latest equipment 
for sportsmen from leading manu- 
facturers was on exhibition. 

Not only was the show put on 
during the day time but also be- 
tween 8 and 10 p. m. two of the 
three evenings. 

Newspaper, radio and direct 
mail advertising were used, and 
leading sports authorities were on 
hand to discuss different sports 
and to aid in the selection of 
equipment. 

Such events bring every sports- 
men of a store’s territory into the 
store; men who might have other- 
wise gone elsewhere to make their 
purchases. At the same time this 
show, through suggestion, sells 
many dollars’ worth of sporting 
goods that customers would not 
have otherwise purchased. 
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STRIKE OUT 
FOR MORE BUSINESS 


NOW! 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


USE- 


We can supply you with 
the following lists :— 


1062 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $12.00 


12171 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $6.00 per M. 


6930 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $6.00 per M. 


15976 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $6.00 per M. 


35077 Hardware Retailers (Complete List). 
For $4.50 per M. 


866 Department Stores handling Hardware 
and Housefurnishings. For $5.00 
ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3’x5” 
CARDS THERE IS AN EXTRA CHARGE OF 50¢ 
PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 


RATES. 
Ask for Details. 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N.Y. 


Antique Bronze 
Brass - -— - Copper 








HANOVER 








a ‘Steel 
cia oys 
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Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH CoO. 


Hanover Pennsylvania 





































Most imitated nozzle on 
the market —that’s the 


rae iene) Boston Nozzle. Never 
Thc TRIS I ; N equalled in quality. 
Simple. Substantial. 


Fastest seller anywhere. 
Each nozzle packed in 
separate carton. 12 car- 
tons in full color 
lithographed dis- 
play packages. 


THE 
BOSTON 
NOZZLE 
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Turn Inquiries into Orders 


Equip yourself with Stewart 2 
literature, prices and discounts (/4 

and be ready to convert that “ k 
next Inquiry into a profitable 54222 
order for Fence, Gates or Mis- 
cellaneous fron and Wire Spe- 

cialties. Write for our dealers’ 
proposition today stating prod- 

ucts in which you are particu- 

larly interested. 


THE STEWART IRON 
WORKS COMPANY, INC. 
213 Stewart Block, Cincinnati, Ohio 


















































ROCHESTER 
SASH BALANCES 


Have over FORTY 
YEARS’ EXPERIENCE 
built into them. Quality 
and satisfaction assured. 





Write for prices. 


Rechester Sash Balance Co., Ine. 
Bochester, N. Y. 











The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 


596 Atlantic Ave., Boston, Mass. 

















LIN Bey LONTS CO., CHICAGO, U.S. A. 
SALES TIP! * 


Plumbers using more No- 
korode Paste due to copper 
fittings. Tests made by 
Chase Brass & Copper Co. 
showed ‘3800 Ib. pull and 
the joint didn’t budge."’ 
Plumbers only one outlet. 
All who solder are pros- ff 
pects. 

Ask your jobber for the 

1 dozen display carton. 


THE M. W. DUNTON CO. 
Providence, R.1., U.S.A. 


N OKORODE bd 











S. and For. Reg. 












SOOT-SCAMP oxidizing powder destroys 
and removes all soot from oi! burners, heat- 
ers and — Saves fuel and prevents 


8 oz. can 5Q¢, 20 oz. $1.00, 32 
—- cleaning job requires 3 oz.) 
Liberal discounts, also extra profit on spray 

guns. Write— 


SIMPLEX HEATER CONTROL CO. 
897 Laurel Ave. St. Paul, Minn. 
P. 8S. SOOT-SCAMP also removes coal soot. 





Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 


Are you getting your share 
of this steady business? 


JOHNSON’S LABORATORY, lac. 
Worcester. Mass. 





| 1934 total included 376,000,000 large. 
| and 269,000,000 miniature lamps. 
* & * 

A minor decrease in business 
failures occurred in the week ended 
Dec. 13. The total reported to Dun & 
| Bradstreet, Inc., was 231, against 232 
the week preceding and 201 two weeks 
ago. A year ago the number was 260. 
Retail defaults rose to 132, against 130 
a week earlier, but failures in the 
wholesale and manufacturing groups 
were lower. 


* + 


Sixty - six favorable dividend 
changes were decided upon week be- 
fore last, according to Standard Sta- 
tistics Company. This compared with 
seventy-five in the preceding week, but 
with the exception of that week was 
the best record for any week since the 
beginning of the depression. Among 
reports from leading firms known to 
the hardware trade, are the following: 

The National Lead Company de- 
clared a 14 per cent common stock 
dividend payable Jan. 15. Cash divi- 
dends on this stock for 1934 have been 
paid at the usual $5.00 rate. 

The Boss Manufacturing Company 
declared a dividend of $3.00 on the 
common stock, having previously paid 
quarterly dividends of $1.00. On Dec. 
22, 1933, an extra payment of $1.50 
was made. 

Minnesota Mining & Manufactur- 
ing Company announced an extra of 
21% cents on the common stock, to be 
added to the quarterly 15 cents, pay- 
able Jan. 3. 

* * *& 

Sales of Sears, Roebuck & Co. 
since Dec. 4, the beginning of their 
twelfth 30-day accounting period, have 
shown a larger percentage of increase 
over last year than in the preceding 
thirty days, when the gain amounted 
to 7.4 per cent. Sales for December 
will easily be the best since 1930. 
Montgomery Ward & Co., likewise, is 
showing a pickup in their percentage 
gain. In November, sales improvement 
had amounted to 28.3 per cent. There 
is a good prospect that Ward’s business 
for December may be the best since 
1929. 

x * x 

Steel operations made a further 
gain to the highest level reported for 
the current upturn, according to the in- 
dicated schedule for last week an- 
nounced by the American Iron and 
Steel Institute. The estimated opera- 
ting ratio was 32.7 per cent, against 
28.8 per cent in the preceding week, 
27.3 per cent a month ago and 31.5 
per cent a year ago. For the last two 
months the production trend has been 
steadily upward. The lowest level 
of activity for this year was 18.4 per 
cent during the first week in Septem- 
ber. 








ANY sales are lost and 
ill will developed by in- 
correct answers to cus- 


tomers’ questions. It is a condition 
confronting every hardware clerk 
at one time or another—whether 
to give a sketchy answer or not 
reply to the question when a diffi- 
cult query is put to him. 

There is but one safe policy of 
procedure—if you do not know 
for sure that the article in which 
the customer is interested has cer- 
tain qualities which they seek, 
find out definitely before answer- 
ing the question. 

That will often save complaints 
and returning of articles later on. 

The best and safest method is 
to know the merchandise in the 
store so that you may be able to 
readily and truthfully answer 
questions arising. 

Many stores hold weekly meet- 
ings at which questions which 
customers have asked are dis- 
cussed and answered in forum 
and during which all new mer- 
chandise is shown and carefully 
explained. 











One of the sharpest gains in 
steel scrap prices since the world war 


has occurred during the past few 
weeks. The rise in scrap was the 
greatest since 1929, and adds to 


the feeling of confidence spreading 
throughout the steel industry. In sev- 
eral districts there was an increase of 
$1.50 a ton in scrap, these including 
Pittsburgh, Cleveland, and Youngs- 
town, while in other centers the price 
rose 25 to 75 cents a ton. 
* * * 

Nine national banks were re- 
opened in November, bringing the total 
reopened during the year to 412, J. 
F. T. O’Connor, Controller of the Cur- 
rency, stated last week. These reduced 
still further the 1,417 national banks 
which remained closed at the end of 
the bank holiday of March, 1933. One 
thousand and eighty-four of these in- 
stitutions have been reopened under 
old or new charters or have been ab- 
sorbed by going banks; 30 banks have 
quit or withdrawn from the national 
system; 295 have been declared in- 
solvent and placed in charge of re- 
ceivers, and 8 banks are still un- 
licensed. 
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Holds Trade as Well as Nuts 


COES Knife-Handle Wrench holds cus- 
tomers everlastingly because it holds 
nuts securely. That is why 


COES Knife-Handle WRENCH 
is such a big profitable seller for all gen- 
eral wrench work in shop or home. Known 
since 1841. Seven sizes: 6 to 21 in. 


ASK YOUR JOBBER. 


BEMIS & CALL CO. 
SPRINGFIELD MASS. 

















AUTOMATIC HEAT one: - AUTOMATIC COMBUSTION CONTROL 
AUTOMATIC HUMIDITY ... AIR CIRCULATION AND FILTERING 


Hold - Heet ‘Complete Winter 
Air Conditioning - 


For Furnace Heated House 


Cost H 0 
F a ome wner BE Ep Oe 


Standardized Units takes care of the 
2-room Bungalow or the 10-room 
house, of all makes of furnaces. 
Guaranteed the finest units built re- 
gardless of price—years ahead of 
other equipment. Can be bought and 
installed one-unit-at-a-time. f 
Write for full information on com- , 

plete Hold-Heet line of Air Condi-f 

tioning Equipment. 8 





Russell Electric Company, Mfrs. 
378 West Huron St., Chicago, U. S. A. 
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USE THIS 
Special School Catalog 


Catalog No. 34A illustrates and describes 
the full line of Stanley and Stanley-Atha 
woodworking and metal working tools. 

The new School Index suggests the proper 
equipment for Elementary, Junior High 
School, Senior High School and Vocational 
School Shops. 

You will find it most helpful for your own 
own use as well as to distribute to school 
instructors to assist them in making up their 
tool specifications. 


THE STANLEY RULE & LEVEL PLANT 
NEW BRITAIN, CONN. 


STANLEY TOOLS 























FLOOR 
WAXES 





H. F. Staples & Company,: Inc., Medford, Massachusetts 
JANUARY 3, 1935 








New Improved 
cYYfantel Clock?’ 
Deoiqnu Wo. 624 
UNIVERSAL 
KITCHEN SCALE 


HANDY SIZE—24 LB. CAPACITY 
6 IN. DIAL 


LANDERS, FRARY & CLARK 
NEW BRITAIN, CONN. 
































ACCO SWIVEL 
ROPE SNAPS 


FILL MANY USES 
PRICED RIGHT TO SELL 
ASK,YOUR JOBBER 
A product of 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONN. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 

Set Solid, Maximum of 50 words... .$3.00 
Each additional word ........... 06 

All Capitals, Maximum of 50 words.. 4.00 
Each additional word ........... .06 
Allow Seven Words for Keyed Address. 

Boxed Display Rates 
DDE. cctdsatdavraceeerviavennvved $5.00 





Use this section to reach Hardware Manufacturers, Manufacturer’s Agents, 
Jobbers, Jobber’s Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 

ments 


— se —_— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


—_— J —_— 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 
Address your cavemendnse and replies to 
HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 





BUSINESS OPPORTUNITIES 


OPPORTUNITY TO REDUCE YOUR IN- 
VENTORY. We are in the market for Job Lots, 
Seconds, Discontinued Items, Close-outs, etc., of 
Hardware, Mechanics’ Tools, Electric Appliances, 
Housefurnishings and Cutlery. Send samples and 
quote your prices for the lot. Address Charles 
Weiland, Inc., 149 Chambers St., New York City. 





UNUSUAL OPPORTUNITY IN GOING 
BUSINESS, fifty-six years active operation, ex- 
cellent reputation, with larger present and future 
prospects, fine sales outlets wholesale and retail, 
will require $50,000 to $100,000, investor should 
be executive and active manager, experienced in 
general hardware, implements, auto accessories, 
etc. Important distributing center, heart of the 
South, growing city, forty thousand population, 
ideal climatic and civic conditions. Will retain 
interest if agreeable. Full particulars with refer- 
ences will exchange with responsible party. Ad- 
dress Box B-541, care of Harpware Ace, New 
York City. 


SALES REPRESENTATIVES WANTED 


SALESMEN, NOW CALLING ON THE 
hardware and paint dealer trade in various terri 
tories, wanted to sell established line of paint 
brushes. Leads furnished. Liberal commissions 
Address Box B-568, care of HaaRpware AGF. 
239 W. 39th St., New York City. 








PAINT AND HARDWARE SPECIALTY 
MANUFACTURER wants sales representatives 
to sell direct to dealer. Well known on the mar- 
ket. Liberal commissions. Can be carried as side 
line. Write stating experience to Box B-574, 
care of HarpwAre Ace, 239 W. 39th St., New 
York City. 


ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill, 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo, Ohio. 


WANTED -——- SALESMEN CALLING ON 
HARDWARE and houseware dealers to handle 
sideline utensil specialty. Profitable unit of sale 
—liberal commission—protected territory—factory 
cooperation. An unequaled opportunity with es- 
tablished concern. Address Box B-570, care of 
Harpware AGE, 239 W. 39th St., New York City. 


SALESMEN WANTED FOR NEW ITEM 
having unquestionably greater sales possibilities 
than any product placed on the market in recent 
years. Appeals instantly to hardware men and 
users. Jobbers buy it on sight but we want men 
who will first introduce it by direct sales to hard- 
ware dealers. Address Box B-569, care of HaArp- 
WARE AGE, 239 W. 39th St., New York City. 





SALES REPRESENTATIVES WANTED 





HELP WANTED 





Dealer or Salesman Wanted 


To interest City and Town Officials 

in Street Name Signs, Traffic Signs, 

Reflecting and Neon Beacon Signals. 
Liberal commissions paid. 


Municipal Street Sign Corp. 4 
152 W. 4and ST., NEW YORK CITY 














RELIABLE PLUMBING SPECIALTY CON- 
CERN HAS several openings—Eastern Seaboard 
Maine to Florida (excluding Metropolitan New 
York). Interested in men who are now calling 
on the hardware trade for full time or in con- 
junction with non-competitive line, worth-while 
proposition. State territory you travel. Commis- 
sion basis. Ace Specialty Co., Inc., 242 Lafay- 
ette St., New York City. 





SEVERAL TERRITORIES OPEN FOR 
SALESMEN covering hardware jobbers and large 
retail stores to sell attractive line of wood prod- 
ucts—ironing boards, stools, steamer and yacht 
chairs, etc., on commission basis. Prefer sales- 
men covering smaller territories. Advise lines 
now handled and exact territory covered. Address 
Box B-572, care of Harpware AGE, 239 W. 39th 
St., New York City. 


ESTABLISHED PRODUCTS OF OLD LINE 
company, heretofore sold only to large consuming 
trade, now being packaged for resale by better 
class hardware and paint dealers. Elastic, durable 
finishes for interior and exterior work, floors and 
floor covering, applied without brush. Liberal 
commission arrangement. If you have established 
clientele this trade, writé, giving full details. 
Warren Refining & Chemical Co., Cleveland, Ohio. 





SALESMEN — WITH FOLLOWING 
AMONGST HARDWARE AND _ DEPART- 
MENT STORES in New England and Middle 
West to handle fast moving established line 
quality pipe fittings—no objection non-conflicting 
lines. Full cooperation and generous commis- 
sions provides outstanding opportunity for perma- 
nent repeat business. Rush details to Box B-567, 
care of HARDWARE AGE, 239 W. 3°th St., New 
York City. 


SALES ACCOUNTS WANTED 


MANUFACTURER’S REPRESENTATIVE, 
covering Illinois very thoroughly except Chicago, 
selling only twe short lines, can handle additional 
quality line for retail hardware and kindred trade. 
Known to the trade for years. Hundreds of es- 
tablished accounts in cities and towns, large and 
small, over entire state. Address Box 235, Peoria, 
Til. 











CALIFORNIA - UTAH - NEVADA HARD- 
WARE MANUFACTURER selling to the whole- 
sale retail trade, in need of real sales representa- 
tion in the above states, on a commission basis, 
can secure the services of an experienced sales- 
man, now carrying one line of cutlery. The firm 
I represent will advise you as to my ability and 
integrity. Address Box B-566, care of HARDWARE 
Ace, 239 W. 39th St., New York City. 








HARDWARE JOBBER: SEEKING A PRO- 
DUCTIVE salesman, thoroughly experienced, 
selling builders and shelf hardware, house furnish- 
ings, electrical and plumbing supplies. Must have 
current following in the Metropolitan territory, 
calling on the retail stores and lumber yards. 
State detailed particulars in first letter, refer- 
ences, experience and ability, also territory cov- 
ered. Address Box B-548, care of HARDWARE 
AcE, New York City. 


ADVERTISING-HOME STUDY 


ADVERTISING—HOME STUDY. THE AD 
VERTISING MINDED hardware’ merchant 
makes the most money. Send name and address 
for booklet outlining new home study course 
Hundreds of successful retail merchants have 
graduated from this old established school. Write 
today. Address Page-Davis School of Advertis 
ing, 2481 Michigan Avenue, Dept. 2488 C, Chi- 
cago, Ill. 














POSITIONS WANTED 





DID YOU EVER TRY INSTILLING new 
blood into your business? A real live wire young 
man thirty-nine years of age desires a job as 
either buyer or salesman in a large retail and 
wholesale hardware company in either Ohio, 
Wisconsin, Indiana or Michigan. Best of refer- 
ences. Address Box B-575, care of HARDWARE 
AGE, 239 W. 39th St., New York City. 





SALES REPRESENTATIVE DESIRES TER 
RITORY. Nineteen years covering Middle West- 
ern jobbers, dealers and industrials, also two and 
one-half years Europe. Would consider any part 
of country—Middle West preferred. Those who 
desire foreign representation would consider as- 
signment in England. Address Box B-544, care 
of Harpware Ace, New York City. 








Hardware Personnel 


FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE _—iRETAIL 


Our files contain applications of several 
hundred experienced and well-trained em- 
ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help te you, just phone 


ASSOCIATED PLACEMENT BUREAU 


152 West 42nd Street New York City 
WIS. 7-1802, 1803 
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EXPERIENCED TRAVELING SPECIALTY 


SALESMAN WANTS to represent manufacturer SALESMAN, SEVEN 


to jobbers in hardware, auto, plumbing, mill sup- 


YEARS’ EXPERI. | SALESMAN DESIRES TERRITORY. Five 
ENCE IN wire products line, sixteen years job- | years as buyer for wholesale hardware house; also 


plies, railroads, or large industrials. Have trav- bing hardware experience, office, selling general | nine years’ traveling experience with two leading 
eled the U. S. and Canada. Successful in estab- | line on territory, and specializing stove and range | arms and ammunition companies, contacting the 


lishing new accounts. Active, honest, clean cut, | Sales, desires connection with manufacturer or 
jobber, mid-western states preferred. References 


furnished. Experience in promotional sales work. 
Address Box B-571, care of Harpware AGe, 239 | Box B-559, care of HARDWARE AGE, 239 W. 39th 
W. 39th St., New York City. 


good personality. Highest reference and twenty 
years good, varied selling and advertising experi- 
ence. Address Box B-573, care of HARDWARE 
AGE, 239 W. 39th St., New York City. 








SHERMAN 


Hose Nozzles 


‘HERMAN Diamond—wide- 

ly known as the best hose 
nozzle made and the biggest 
seller. No wear on spray point. 













Sherman Brass King —the 
leader of all low-priced noz- 


Méde zles. Both models made of 

ee M durable BRASS. 

Write for literature and samples. 
Sold through Jobbers 


H. B. Sherman Mfg. Co. 
Battle Creek Mich. 


jobber and dealer trade. New York and Penn- 
sylvania territory preferred. Married. Age 34— 
good appearance and excellent health. Address 


St., New York City. 
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QUALITY hie BLL QUALITY 
THEN “NY _ NOW 

Paper Hangers’ Sloyd Knives 
Knives 85 Years Oilcloth Knives 
Gotan Hatves Manufacturers of the | Kitenn knives 


Skiving Knives Standard of Excellence in. | Stencil Knives 
Rubber Knives a = Training 
nives 


Clam Knives | KNIVES FOR INDUS- | ° Knives" 

ote a TRIES—HOMES and Shirt cide. 

Pruning Knives SCHOOLS ~~ tg 
This line of Knives makes a satisfied customer of every purchaser— 
making it a most profitable line for you to handle. 


Partial list is shown. Complete list, catalog and 1935 prices, yours 
for the asking. 


ROBERT MURPHY’S SONS CO., Ayer, Mass., Est. 1850 
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‘Create confidence’ 


Ask your jobber 


W. W. CROSS CO. INC. 
EAST JAFFREY N.H. 



























Men Who Have Pushed Wheelbarrows 
—before they 
push sales! 


Our Sales Staff (as 


well as our Executive) 
rose from the ranks, in 
lo! our plant. Hence they 


KNOW their product. 

And by sales experi- 
ence, they know what the trade needs in handles—and can supply 
those needs accordingly. May we figure on your requirements? 


AMERICAN HANDLE COMPANY 


oF Jonesboro, Arkansas 




















ILCO QUALITY PRODUCTS 


Padlocks, Night Latches, Door Closers, 
Key Blanks and Key Cutting Machines, 
bearing the ILCO trade mark, represent 
the finest in materials and workmanship. 
Look for full page announcement 
in an early issue of Hardware Age 
INDEPENDENT LOCK COMPANY 
Fitchburg, Mass., U. S. A. 


THE SYMBOL OF SUPREME LOCK PROTECTION 
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DON’T ORDER 
Scythesioneg» 
fox 


UNTIL YOU § 
MOST COM® 
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dbo 
+ PIKE again offers the 
ude the. ONLY COM- 
P estones—both 
Naturd *. ificial—in the 
country. he } 
19 ITER 
Y ELECTRIC 
Y VITRIFIED BO Fa 
Y NATURAL GRIT ia 
Y COUNTER DISPLA 
Y10¢ TO 35¢ 
If your Jobber’s Salesman’ 
yet received his samples, 
pre-view of this line by re 
the coupon to-day for 


mation. 
wail (4 4 


EVERY S&S 
Newer: TBEHR-MANNING 
y ¥ Sales Representatives in U. S. A. 


Or ABRASIVE + 
, 


\ eee TROY, N. Y. 





























BEHR-MANNING + TROY, N. Y. | 


Send us, without obligation, full details and prices on the NORTON PIKE | 
SCYTHESTONE LINE for 1935. 


Neme } 
| 





Firm 
| Street 
| City | 
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GARDE 


presents the newest developments 
in modern time- and labor-saving— 


HAND GARDEN TOOLS 


Leaving behind all those hide-bound traditions of a horse and buggy age, 
GARDEX took a big and decisive step, departed from the conventional 
shapes of old-fashioned garden tools and built the fast and easy working 
GARDEX Tools. 

GARDEX Tools work so much faster and easier because they have the 
right shape—they are streamlined—thus offering the least resistance to the 
soil and requiring the least human effort to operate. They eliminate back- 
breaking labor, do a better job, and work 4 to 6 times faster than ordinary 
hand garden tools. 

GARDEX Tools not only work faster, but they sell faster, too, with a 
fair and sure profit for you. There is a wealth of sales compelling features 
built right into these New GARDEX Tools. Stock them now, and be 
ready for the spring trade and your GARDEX profits. 


Pull Hoe 
No. 1004 
and 
No. 1005'2 


Does weeding and 
cultivating in one op- 
eratio: times faster 
than common garden 
hoes. Is drawn 
through soil with easy 
pulling motion —no 
chopping. Kills weeds 


lifted. Effective be- 
tween plants and rows. Two sizes: 4 in. wide with 4% ft. handle, and 5% 
in. wide with 5 ft. handle. 


GARDEX Plow No. 2006 


A real Hand Plow. Its streamlined 
“Soil-Flow” shape offers the least re- 
sistance to soil. It is drawn with an 
easy pulling motion. Will open seed 
drills to any depth desired. Built to 
last. Complete with 5 ft. handle. 





GARDEX Row Marker No. 4006 


Insures accurately lined up seed and 
plant beds. Makes six exactly parallel 
seed drills at one time. Drawn cross- 
wise over opened furrows it marks off 
equal distances for young seedlings to 
be planted in a row. Adjustable and 
removable blades. Complete with 5 ft. 
handle. 


GARDEX Culti-Claw No. 180 


A handy tool for use in flower and 
rock gardens. Operator can reach in- 
accessible places without bending or 
kneeling. Permits user to work more 
closely between plants, around flowers, 
under shrubbery, and in all difficult 
places. Durably constructed and at- 
tractively finished—has sales appeal 
built right into it. Complete with 4% 
ft. handle. 





Send for folder and prices on this complete line of 


GARDEX Farm and Garden Tools 


F. d MICHIGAN 
sa! @ARDEX “ox 
Tools Inc. INDIANA 
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TO CATCH REAL TRAP PROFITS, STOCK VICTOR TRAPS 


MORE VICTOR STEEL TRAPS SOLD ANNUALLY THAN ALL OTHER BRANDS COMBINED 




















Inspected Steel of Controlled 
Quality, proper designing, 
and skilled workmanship pro- 
duce the best selling brand 
of steel traps in the world — 
Oneida Victor Steel Traps. 
More of this brand sold an- 
nually than all other makes 
combined. Order from your 
wholesaler. 


ANIMAL TRAP COMPANY OF 


The world’s oldest and largest Manufacturers of Animal Traps 


LITITZ, PA. & NIAGARA FALLS, ONT. 











_ THE WORLD’S 
NO other files in the world begin to 
approach Nicholson Files in popularity 
among professional and amateur tool 
users alike. Every tool user in your local- 


ity knows the Quality of Nicholson Files. 
At your jobber’s. Nicholson File 








Company, Providence, R. I., U. S. A. Fe = 


BRUSH: NU COMPANY , 14 , Genuine’ 
BALTIMORE MARYLAND , | NICHOLSON FILES 


A Fite FOR BEVERY PURPOSE 





























To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in *4 inch diameter and larger. 





Columbi Rope C pany, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED f FEO RENCED : psy 
? B re Ra REMCO PRODUCTS “coer” | % ay 9 


DOMES of SILENCE 
UPHOLSTERY —— 


KEY CAPS 


| a" ! » ra 

Pp spay soe 

BURN KEROSENE OR GASOLENE  stoser space 
CAMPINGO NOL “i, 
NUMERAL FLATHEAD ONE PIECE etietiiiae ene on tw, esate » ». wt Rg 


} ; —— REMRAK 
Robert E. Miller, Inc. on eae ag vem pe 35 Pearl Street (“aire 

: RE {CO REAL CARVE ‘OOD MOULDIN 
OPTIMUS Noes, Domes of Silence, Inc. Ask your Jobber and see that our Trade-Mark appears New York My 
KEROSENE STOVE Swedish Optimus Co., Inc. cach package. If he is not supplieg—write un N. Y. : 














COMBINATION KEROSENE LANTERN 
STOVE and HEATER 


THUMB TACKS 2. 

































74 HARDWARE AGE 




















ee: 





1($ SHOWN 
ACTUAL SIZE 


ORY TAG 
INSTANTLY 





PERPETUAL INVENT 
TELLS YOU 


a. =. 


EE 








Tag always tells at 
a glance the num- 
ber of feet of screen 
cloth left in roll. 





Ae “to ay —? 
| vd oe 














When selling screen 
cloth, clip off, or 
check off, number of 


Daily Use: How often this happens! A cus- 
tomer asks for 15 feet of screen cloth. You 
unroll a cut roll only to find it 12!4 feet long. 
You roll it up and try another. It is short, too. 
You find you haven’t enough of that width 
to fill the order. Embarrassment... a poor im- 
pression on the customer... a lost sale. 


Stock Use: In checking up your stock, and 
at inventory time, you must either make a 
wild guess or unroll, measure, and re-roll all 
the screen cloth remnants on hand. 
That’s a lot of work! 


The new Sun-Red Edge Per- 
petual Inventory Tag eliminates 
this trouble and guess work for 
Red Edge dealers. The tag, as 


° ‘ ° Sold te and Distributed by 
shown above, is printed in two Recognized Jobbers Only 


BRANDS 
Sun-Red Edge AluminA (electro-plated with zinc) 


PSUN RED EDU EA 


Sec 


Rce US PAY OFF 





TRADE MARK 


colors, with one-foot marks, and five-foot di- 
visions numbered serially from 5 to 100. At 
the top of tag is space for you to write price 
of that width of screen cloth. 


Attach tag to roll, and as you cut off 
lengths, clip the number of feet-sold from the 
end of the tag or mark off with a pencil, as 
you prefer. Either way you can tell at a glance 
how many feet remain in the roll. The wire on 
the tag is handy for fastening the unsold 
portion of roll. 


These tags may be used to ad- 
vantage on hardware cloth, chicken 
wire, and glass cloth as well as screen 
cloth. Enough for your needs will 
be sent you gratis. Your jobber 
has a supply, or write us direct. 


© Sun-Red Edge Black (painted) © Sun Red Edge Bronze 





REYNOLDS WIRE CO., DIXON, ILLINOIS 





feet sold from tag. 
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HONORABLE SERVICE-19 5. 
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YEARS OF 


TO SHOW YOU OUR FULL LINE 


A) | 
= 
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2 EDGE Tool Line is Complete 


a/ 
VL 
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DIAMO 





Our 
ASK OUR SALESMA! 


MyeTy-Two 


% 


EIGHS 


‘DIAMOND EDGE IS A QUALITY PLEDGE 








1775 
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‘DIAMOND 
































Shapleigh National Series No. 














